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Rough Proofs 


Henry Wallace may be able to 
trade punches with Jesse Jones, but 
just how is he going to handle a 
fellow like Max Eastman? 


> + 


“Yan Heusen shirts give your 
neck a break,” the advertiser says, 
and Bill Glenzing is one of numer- 
ous readers who insist they don’t 
want to. 


i Ae 


Westbrook Pegler professes not 
to know why natives of Louisville 
always want to go back home, but 
perhaps he’s never sipped a mint 
julep in the Pendennis Club. 


ee 


“Man is so constituted,” says 
Charles F. Kettering, “as to see 
what is wrong with a new thing— 
not what is right.” 

That’s so—how many men ever 
thought there was any sense to wo- 
men wearing toenail polish? 


Ss 


Doubleday, Doran quoted a blurb 
on “Hungry Hill” in the Herald 
Tribune and credited it to “Fanny 
Butcher, Chicago Sun.” Her new 
job is as much a surprise to Fanny 
as it is to Silliman Evans. 


Ae 2 


Before tossing them in against an 
American League team another 
time, maybe Morton Cooper, the 
Cardinal’s pitching star, ought to 
let the boys read his clippings. 


= 


Gladys the beautiful receptionist 
says she sees that a postwar cabi- 
net deal is being promoted by Whit- 
man, and she doesn’t think it’s such 
a good idea for advertisers to get 
into politics. 

i 


The further magazines go in the 
direction of using paper like that 
in the mail-order catalogs, the more 
useful they will be considered by a 
large percentage of their readers. 


, Vv - 


Capt. Ben Dix is going to do his 
stuff in comic strips in the Sunday 
newspapers, and the idea is so good 
that the publishers probably won’t 
nave the heart to charge for it at 
pace rates. 


=_— ~~ © 


“We have a word in this lan- 
lage, and it’s not a pretty one, 
that we apply to nameless chil- 
cren,” says John Van Deventer. 
You don’t mean that synonym for 
hitler, do you, John? 


a 


If there really is a shortage of 
“ansers, it may be time to consider 
iking a little more practical use 
the soft soap which is so much 
evidence in the advertising busi- 
SS. 
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‘You can hear a hog caller three 
les away,” WKZO asserts, and 
ers to prove it. But maybe it all 
pends on whether you’re a hog. 
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After reading Lou Maxon’s state- 
‘nt announcing his retirement 
mm OPA, you begin to understand 
w he manages to put so much 
inch into his advertising copy. 


Copy Cus. 


| the Ww. Ss. 


| Voice of the Advertiser 
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Chrysler Corp. is supporting its parts 


and service business with a newspaper 

series, of which this advertisement is 

one, over a three-week period beginning 

July 19. The advertisements are run- 

ning concurrently with Chrysler's insti- 

tutional copy. Ruthrauff & Ryan, Detroit, 
is the agency. 


Helicopters Open 
New Travel Vista 


for Postwar Era 


Greyhound Waits 
CAB Approval on 
Air Bus Service 


By STEVE BOOKE 

New York, July 15.—The Grey- 
hound Corporation raised the cur- 
tain not only on tremendous things 
to come in advertising and market- 
ing but on everyday American liv- 
ing in the postwar period, when it 
recently filed an application with 
Civil Aeronautics Board 
for permission to establish a nation- 
wide aerial bus service. This plan 
envisions conversion of present bus 
terminals and bus garages _ into 
landing fields and hangars, thus 
bringing air travel within reaching 
distance of the 70,000,000 people 
who reside in smaller cities and 
towns not served by existing air- 
lines. 

According to the application filed 
with CAB on June 14, requesting a 
go-ahead signal after the war to 
inaugurate an air passenger service 
over the company’s present bus 
routes, which operate over 60,000 
miles of highway, plans would be 
developed to tie in helicopter serv- | 
ice with bus service as a supple-| 
ment to transcontinental and global 
airlines. Officials of United Air- 
craft Corporation, which manufac- 
tures the Sikorsky 
conversations with Greyhound ex- 
ecutives, pointed out that expansion | 
of the “flying bus” idea would have | 
to take a back seat until “immedi- | 

(Continued on Page 54) 
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Maxon Resigns — 
OPA Post: Blasts 
at Its Policies 


Chester Bowles 
Offered Post as 
General Manager 


Washington, D. C., July 15.—Lou 
R. Maxon, the husky Detroit agency 
head whose regime as director of 
information for the Office of Price 
Administration has been marked by 
strife, resigned his post yesterday 
with a bitter blast at the agency, 
revealing that he had been offered 
the general manager’s job. 

In the statement which an- 
nounced his resignation, Mr. Maxon 
noted that OPA fulfilled a vital 
function, that its work must go on. 
But he took the opportunity, as he 
has in the past, to scourge the red 
tape and confusion which he says 
characterizes OPA’s operations. 

At a press con- 
ference today,| 
OPA Administra- 
tor Prentiss 
Brown revealed 
that he has of- 
fered the post of 
senior deputy 
administrator 
and general man- 
ager to Chester 


Bowles, head of 
Benton & Bowles, | 
expert in =i 
food field and 
long genes} 
as a possible to 


Chester Bowles 


executive in OPA. Mr. Brown C 


he had asked Mr. Bowles to come 
in and he “thinks he will,” but 
Washington observers who have 
been aware of the New York agency | 
man’s disinclination for the post} 
are reserving judgment. 

It was understood that Mr. Brown | 
had wired Mr. Bowles, but no one 
has been able to contact him. He} 
is reported cruising in Long Island | 
Sound on his sloop. 

If he comes in, Mr. Bowles will | 
not replace Mr. Maxon, who has} 
been serving as deputy administra- 
tor in charge of information, but | 
will take over the post of senior | 

(Continued on Page 57) 


10 Cents a Copy, $2 a Year 


Advertising Called Biggest 
Weapon on Home Front 


THE SAME 


“What we you do rity you were 
running our business?” 


In @ picture sequence at the bottom of 
this newspaper advertisement, Frankfort 
Distilleries describes its production of 
war alcohol and the uses to which it is 
put, following up the copy explaining 
the stoppage of whisky- making and ask- 
ing patience on consumers’ part. "With 
a war to be won, we know you wouldn't 
want it any other way,” copy concludes. 


Truman Report May 


Presage Revamping 


of Ad Cost Policy 


Washington, D. C., July 13.—In 
the wake of the first stinging indict- 
ment of war advertising, the blast 
‘leveled at Curtiss-Wright Corpora- 
tion and International Nickel Com- 
pany by the Senate committee in- 
| vestigating the national defense pro- 
gram, there were indications that 


| the result may be overhauling of 


(Continued on Page 53) 


Last Minute News Flashes 


Kenyon & Eckhardt Opens Chicago Office 

New York, July 16.—Thomas D’A. Brophy, president of Kenyon & 
Eckhardt, today announced the opening of a Chicago office, Sept. 1, under 
management of Chester Foust, named vice-president of the agency. Mr. 
Foust comes to Kenyon & Eckhardt from J. Walter Thompson Company, 


where he was a vice-president. 


Flash Products Appoints Hill Advertising 


New York, 
Flash lemon mixer, 


July 16.—Flash Products Company, New 


York, maker of 


has appointed Hill Advertising to handle its account. 


A campaign in business papers in the distillery field offering a free pint- 
size sample of Flash to barmen will shortly be expanded to include 


helicopter, in| papers in the drug and soda fountain fields. 


Advertising on a national 


| basis will be set up as distribution of the product is increased. 


Swank Approves Record Fall Advertising Drive 


New York, July 16.—Convinced 


that jewelry 


increase in its fall ad- 


which provides not only for more frequent in- 


sertions but the addition of several monthly publications not previously 


used. 
is the advertising 


New York, July 
“advertising as usual” 
advertising program, 


16.—Consumers 


advocates “selling” 


ing expended to maintain brand names. 
|} tax on 


all consumer 


The new campaign is the largest in the company’s history. 
| J. Silberstein, Inc., 


during the war, 
which if put into effect would make 
12|C-U’s outcries that the American Newspaper Publishers Association still 
copy and that vital materials and manpower are be- 
The program includes an excise 
revision by the Treasury 
| Department of its 1942 ruling and elimination of the right of tax deduc- 


goods advertising and 


Alfred 
agency. 


| Consumers Union Asks Ad Tax 


Union, highly nettled because of 
has mapped out a drastic wartime 


right all of 


tion for all advertising in excess of that essential for sale of current out- 


22| put and that contributed to a legitimate war objective. 


merchandise will be 
f-~# in about the same proportion as last year, Swank, Inc. 
|facturer of men’s jewelry, has approved a 25% 
| vertising appropriation, 


, Manu- 


NBC Network Carries 
Special Appeal to 
Business Groups 


Washington, D. C., July 14.— 
Through its advertising, American 
business can help create a better 
informed, more efficient home front, 
thereby shortening the war and 
saving lives and dollars, several 
government leaders declared today 
in a national broadcast arranged by 
the War Advertising Council in co- 
operation with the Office of War 
Information. 

Participants in the special pro- 
gram which was aired over 138 sta- 
tions of the National Broadcasting 
Company, and directed chiefly to 
gatherings of business executives in 
several hundred communities 
throughout the country, were Don- 
ald Nelson, chairman, War Produc- 
tion Board; Fred M. Vinson, direc- 
tor, Office of Economic Stabiliza- 
tion; Marvin Jones, War Food Ad- 
ministrator; Elmer Davis, director, 
Office of War Information, and 
Chester J. LaRoche, chairman, War 
Advertising Council. 


A “Gigantic” Job 


Pointing out that actions of the 
citizens on the home front can 
hasten victory, delay it or even 
bring defeat, Mr. Davis declared: 
“We know from experience that if 
the people know what is expected 
of them and why, and believe that 
it makes sense, they will respond 
magnificently. But the job of bring- 
ing them essential war information, 
in a war so complex as this, is 
gigantic. It calls for the use of all 
the channels of communication: the 
news and editorial columns of 
newspapers and magazines; radio 
| broadcasting—and the radio indus- 
'try has done an immensely valu- 
able job of transmitting war infor- 
mation to the public. The job needs 
also books and posters, and it needs 
the technique that is the voice of 
American business—advertising.” 

Our deadliest and most insidious 
|}enemy on the home front is infla- 
| tion, said Mr. Vinson. “Inflation 
| threatens the security of the peo- 
ple’s savings. It is the mortal foe 
of every bank deposit, every in- 
surance policy and every war 
bond.” Discussing the task of stop- 
ping inflation which is ‘“unbeliev- 
ably difficult,’’ Mr. Vinson said: “In 
all frankness I must tell you that 
up to now we have not entirely 
succeeded. Neither have we failed. 
Between May 1941 and May 1942, 
the cost of living rose 12%. In the 
next twelve months it rose only 
7.6% We did not lose as much 
ground during the second year as 
we lost during the first. 

“But we lost too much, and we 
cannot afford to lose more. Indeed, 
we must regain some of the ground 
we have lost, and this is the pur- 
pose of the so-called ‘rollback’ pro- 
gram about which you have heard 
/so much. 


Price Ceilings Endorsed 


“Most of the ground we have lost 
has been in the field of food costs,” 
Mr. Vinson went on, explaining that 
simpler and more easily enforced 
price ceilings along with the limited 
use of subsidies “should enable us 
more nearly to achieve our goal of 
stabilizing food prices at the level 
directed by Congress last October.” 

In other fields, the battle against 
inflation has been more successful, 
Mr. Vinson said. Between May 1942 
and May 1943 the level of rents was 
actually reduced by 1.7% During 
the same period, clothing prices 
rose only 1.3% compared with 23% 
during the previous year 


“The battle is not won, but I be- 
lieve that the tide is turning. To 
iwin, the government must offer 
firm and vigorous leadership. The 
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people must take firm and vigorous | 
action. We cannot win the fight 
against inflation without the ener-| 


lic opinion. For our country’s sake, | 


I ask you business men who are| plied by 130 million, this represents | every 


families has a battle station on the | 
food front. 
“For example, in peacetime the| 


Multi- 


pounds of food each year. 


i 


Advertising Age, July 19, 1949 


ing to preliminary figures this coun-| for an instant that our civilian ef-,combination of news and advertis. 


planes last month, 


day, or about 10 planes produced| work can we fulfill our obligations | 000,000 Americans. 
hour around the clock, he|to the men at the battlefronts. 


listening to me now to make full| almost 50 billion pounds of food) pointed out. This 7,000 plane figure | 


use of advertising — that powerful | 
information machine which serves 
you so well in peacetime—to help | 
secure for.us the support which we 
now must have. 

“There is not a single battlefront 
in this struggle against inflation 
where the support, the understand- 
ing and the informed opinion of the 
American people are not more im- 
portant than any law or regula- 
tion,” 


400 Magazines Cooperate 


Mr. Vinson disclosed that 450 
magazines, cooperating with the 
War Advertising Council, will 
shortly launch a campaign to 
“spread information as to what 
every American citizen can do to 
help hold the line.” Life insurance 
companies are likewise consider- 
ing a major advertising effort on 
the anti-inflation theme, he said. 

Despite the mounting require- 
ments of the armed services and the 
Allies, during the year ahead, three- 
quarters of the food supply will be 
consumed on the home front, War 
Food Administrator Jones declared. 

“The management of food is a 
wartime job ef top importance,” he 
said. “It is a front for all of us. 


Every one of America’s 40 million 


thrown out into American garbage| for June compares favorably with! inspirational force for the nation at 
pails—enough to supply a large part| the production of 5,000 planes for| war. 
of our Army and Navy and our| January this year, Mr. Nelson said. thusiasm for special phases of war 
“Similarly the rate of munitions | activity. 
25% |More than inspiration is required. 
during the first half of the year,” he| The American home front needs 
“Production goals are being| detailed and 
As a| tion and instruction on every phase 
nation we are doing a good job. But| of its responsibilities. 


Lend-Lease commitments as well.) 
This waste is criminal in wartime| 
and must stop.” | 

Mr. Jones outlined a four-point 
food program: maximum produc- | 
tion, conservation, equitable dis-| 
tribution, and revision of estab- 
lished buying and eating habits to 
wartime needs. 


Asks Aid of Business 


“Helping citizens understand and 
adopt such a wartime code of food 
conduct is one job on which we are 
asking the assistance of business, 
through its advertising. This is one 
of the vital problems I hope you 
will think about, as you proceed 
with the work of putting ‘A War 
Message in Every Ad.’ If you will 
roll up your sleeves and become 
partners with us in this task, it is 
not too much to say you will be 
helping to shorten the war. For 
there is not just food at stake; there 
are the lives of tens of thousands of 
American fighting men.” 

Total production of munitions is 
at a very high level and is steadily 


gaining in volume, declared WPB 
Chairman Donald Nelson. Accord- 


production increased about 


said. 
met on some important items. 


it is not good enough. The gains in 


our monthly total production are | the specific things that civilians can 


not as high as they need to be in| 


order to meet the scheduled goals| greater the understanding by each 


that represent the requirements of 
the military services and the United 
Nations. 


“Need Clear Understanding” 


“In order to tap our reserves of 
power, however, we need to have a 
clear understanding by every 
American of his personal responsi- 
bility in war production. We know 
that our fighting men will be 
shortly engaged in gigantic battles 
in which there will be great loss of 
life and enormous consumption of 
equipment. We know that for our 
Army, Navy, and airmen the hard- 
est part of the job remains ahead. 
It is equally important that we rea- 
lize that we of the home front like- 
wise. must do far more than we 
have yet done. We must not forget 


Minit 


y 
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FPACTS.... 


@ Indianapolis, one of Ameri- 
ca’s finest transportation cen- 
ters . . . 16 railroad lines, 5 
Spek. 120 truck lines en- 

es one to reach over night 
75,000,000 people. 


@ Indianapolis population 
406.515 in er 1942 (Chamber 
of Commerce). 


®@ Indianapolis industrial pay- 
rolls up Oe, February 1943 
over February 1942, and five 
times greater than in 1939. 


® Employment up 26%, Febru- 
ary 1943 over Febru 1942, 
and two and one-half times 
the mumber of workers em- 
ployed in 1939. 


@ Effective buying income, 


$686 537,000 


® Indian lis per family in- 
come, $4,188. 4 


® Farm incomes in the Indian- 
apolis Radius up 51%. 


@ Industrial Re rolls in the 
a 


Indianapolis showing 28% increase in effective buying income, 1942 vs 
1941, is buying even more avidly than before. 
leading all other cities of the Seventh Federal Reserve District in retail 


sales increases—now shows a 34% increase in the four week period end- 


Marion County, too, shows a similar zoom—being not only the second 


outh-west in effective buying income. 


Moreover, th i ties whi i ‘i | 
v e 33 surrounding counties which comprise The Indianapolis | of the total annual amount of all ad- 


News radius show similarly high increases, and for the year 1942, showed |vertising expenditures. The goals: 


$! 231,066,000 in effective buying income. 


Indianapolis for months 


‘try produced more than 7,000 air-| forts in production can hasten the |ing—news to report, advertising | 
approximating | hour of victory. 
getic support of an informed pub-| average American wastes some 380|nearly 270 planes every working| ourselves to the utmost in our daily 


| ingenuity and skilled craftsmanship 


| 
| 


| 
| 


| 
| 
| 
| 


|tributed $100,000,000 worth of time 


|The drug 


justly famed. 


ientire advertising field in the past 
ing May 29th over the same period last year. a0 
z / 000.” 


county in the entire middle-west, but also the second county in the 


Indianapolis us up 38%. To reach the buying heart of Hoosierdom, dominated for decades by 
i News alone does the The Indianapolis News, advertisers the nation over are relying on The 
News alone to do the job. 


New 


York DAN A. CARROLL 


he said. 


jurgent advertising support 
ithe fight against inflation; conserva- 
|tion of food, household equipment, 


jecutting down 
| plants; 
jobs; billions of dollars more in- 
| vested in war bonds. 


1 42nd St. =f -¢ ab 1 
mwreems 1110) NIIANAPO TIS NEW 
Tribune Tower — thee mame 


| past year’s contribution of $250,000,- 
|000 worth of space and time for war 


'exclusively to war advertising. And 
|‘A War Message in Every Ad.’ If 
| these two goals are realized, the 
} cumulative power behind our mes- 
| sages 


of communication unmatched any- 
|where in the world. 


to 


inform and persuade—we can reach 
the eyes, ears and hearts of 134 . 
We can sex 
a degree of unity, understand 
and fervor which can help us jn 
the war and the peace as well,” }\;; 
LaRoche declared. 


Whiteside Asks 
Retailers to End 


‘Scare’ Promotions 


Washington, D. C., July 15a 
The | change in advertising and selling o; 
retailers was asked today by Arthy; 
individual of his part as a fighter|D. Whiteside, vice-chairman of the 
on the production front, the greater| War Production Board and directo; 
will be the unity of spirit and the|of the Office of Civilian Require. 
greater the productive energy tha:|ments. In connection with WPb’s 
America will reveal in the months | program to avoid clothing rationing J 
ahead. Mr. Whiteside sent telegrams to | 
Campaigns Show Power various retail trade associations J 


, ae ; asking their cooperation in a new 
_ “Advertising has shown its power | policy which calls for the abandon- 
in the campaigns which have caused | ment of sale and quantity advertis- 
millions of Americans to save tin 


ing. 
cans and metal, to join car pools, , rr are asked to observe 
drive slowly, save waste fats, and|these rules in connection with tex- 
insulate their homes to conserve oil.|tiles and textile product advertis- 
Again advertising has been helpful| ing: Eliminate practices such as (1) 
with problems of industrial safety | “scarce” advertising; (2) “buy now” 
and absenteeism. Sound informa-| advertising; (3) selling statements 
tion is the basis of sustained cO-|jike “we may not be able to get 
operation and advertising is a@|more.” Merchants were also asked 
ate tool for informing the/|not to mention quantities in promo- 


: tion, except in the ca ide 
“But far more remains to be P cane ef Done fds 


clearance sales. 

done. Industry has already con- 
verted its tools and machines to war Object to Featuring Prices 
production. Now there is a great) promotion featuring sale prices 
opportunity under the guidance of|1,, policy statement declared. 
the _War Advertising Council t0 | should be limited to clearance sales 
convert industry’s advertising to the WPB hastened to say that this did 
same Sully ir a and 2 re not mean that retailers should 
more fully in the war effor ©\change their customary merchan- 

<7 ee ee « |dising policies of reducin rices on 
for which American advertising is| certain items woviodieaiie, but price 
comparisons on specific items in ad- 
vertising should be bona fide and 
limited to clearance sales. This pro- 
vision, however, should not be con- 
strued as elimination of compari- 
son of specific prices with ceiling 
prices. 

Advertising appeals should be di- 
verted to regular item advertising 
at regular prices, institutional copy, 
conservation and care of goods, re- 
pair service departments and na- 
tional and local war efforts, the 
policy statement continued. Sales 
personnel, the Whiteside announce- 
ment continued, should be trained 
to eliminate “scarce” appeals, know 
and promulgate methods of conser- 
vation and care in the merchandise 
field, and should not be given spe- 
cial commissions for multiple sell- 
ing. 


Ballantyne to Auto-Lite 


Alan A. Ballantyne has resigned 
as advertising manager, Novo En- 
gine Company, Lansing, Mich., to 
be assistant to Herbert D. Bisselle, 
advertising manager, The Electric 
Auto-Lite Company, Toledo. Mr. 
Ballantyne is one of the newly- 
elected vice-presidents of the Na- 
tional Industrial Advertisers Asso- 
| Clation, 


Only by straining 


re 
“Advertising has already been an - 
It has helped to generate en- 


But that is not enough. 


continuing informa- 


“Here is need to put emphasis on 


do to aid war production. 


“It is my conviction that the goal 
of ‘a war message in every ad’ can 
do much to bring about another 
great upward surge of energy in 
this country—a surge that will 
enable us to turn out more of the 
stuff that our fighting men need to 
batter the Axis into surrender.” 

Discussing the work of the War 
Advertising Council, Mr. LaRoche 
said: “This is a peculiarly American 
institution. I know of no _ other 
country where such a group could 
be brought together, or so much 
combined power could be harnessed 
to an entirely unselfish purpose.” 


Agencies Give Generously 


“The advertising agencies of the 
country have contributed more than 
four million dollars worth of the 
only thing they have to sell—their 
time and skill. Radio advertisers 
and the radio industry have con- 


and talent during the past year to 
promote war messages. Four hun- 
dred and forty magazines have been 
contributing at least one page of 
space a month for a campaign. The 
newspapers of the country helped 
organize last year’s scrap drive and, 
during the Second War Loan drive, 
carried 36,000 full pages of adver- 
tising, with a value of goer ae 
Sixty-three per cent of all outdoor oe ee 
posters are devoted to war messages. Frankel Joins Alligator 
The car-card industry contributed| Dave Frankel, formerly with the 
100,000 units of space monthly for|Goodall Company, will join the 
war messages. National and local} Alligator Company, St. Louis, effec- 
advertisers have contributed ae Aug. 1. He will divide his 
than $100,000,000 worth of space.|time between the company’s New | 
industry alone devoted| York and St. Louis offices. | 


$2,000,000 for a special war bond 


drive. The total contribution of the 
With the limited availability of paper to 


day, every piece of printed matter should 
contain some message that will help the 
war effort. 


12 months was at least $250,000,- 


Urging advertisers to double the 


messages, Mr. LaRoche said that the | 
information job in the months ahead 
will be at least twice as big. The 
$500,000,000 objective set down by 
the War Advertising Council, he ex- 
plained, represents about one-third 


“One-third of all space devoted | 


will dwarf anything our 
enemy has been able to mobilize,” 


The official campaigns that need 
include 


gasoline and tires; scrap salvage; 
absenteeism in war 


recruiting women for war| 


“We have, in this nation, channels 


Through the 
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CONSERVATION 
CAMPAIGN 


Maximum 
Customer 


Relations 


FOR THE OUTSTANDING STORE 
IN EVERY AMERICAN COMMUNITY 
THROUGH EXCLUSIVE SPONSORSHIP 


In Motion Pictures 


Here is the exact public relations program you 
have been looking for—in a form approved by 
the government—all ready to do the job in a 
new, impressive, interesting way that will def- 
initely advance the local war effort and, at the 
same time, create a large measure of customer 
security for your business. 


Uncle Sam wants every man, woman and child 
to become truly CONSERVATION minded, 
aware of the reasons for present and coming 
scarcities, alert to the urgent need for CARING 
FOR WHAT THEY HAVE! 


Subjects in this WPB campaign tell the story of 


conservation in dynamic, less-than-a-minute films, 


WAR > 
EFFORT 


MOTION PICTURE ADVERTISING SERVICE CO., 
Distributors in Southern, Atlantic and New England States 


INC., NEW ORLEANS, LA. 


approved for sponsored showings on theatre 
screens from coast to coast. These films con- 
vincingly demonstrate that needless waste and 
careless destruction of articles now in daily use 
will seriously affect both household needs and 
war supplies in the months to come. They show 
record-breaking movie audiences important ways 
to use and conserve essential articles and mate- 
rialk—to insure the best and longest service in 
the home. 


The outstanding store in every community can 
generate maximum customer relations — while 
materially helping to win the war—by linking the 
community appeal and integrity of its name to 


the sponsorship of this campaign. Each WPB 


If you want to give new and lasting mean- 
ing to your public service—write or wire 
Screen Broadcasts today and reserve for 
your first consideration this long-range 
MAXIMUM CUSTOMER RELATIONS op- 


portunity. 


''THE NATIONAL—NETWORK OF THEATRE 


Everything you | 
_meediessly waste | 
or destroy ~ means 
LESS of what it takes to WIN WIN }~ 


WASHINGTON, D.C. 


Conservation Campaign film closes with the 
sponsor's name and message narrated against a 
thematic musical background. 


WPB Conservation Campaign films can be spon- 
sored nationally, sectionally, locally. Particular 
communities and theatres desired in those com- 
munities can be specified. The complete cam- 
paign consists of 26 different subjects, planned 
for guaranteed release by Screen Broadcasts 
every other week in theatres designated by the 
sponsor as part of each regular performance 
during the week. Their cost is extremely mod- 
erate—since there is no production cost to the 
sponsor. Low distribution rates cover every- 
thing. 


COMMUNICATION'' 


UNITED FILM SERVICE, INC., KANSAS CITY, MO. 


Distributors in Northern, Mid-Western and Western States 
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Coffee Men Urge 
U. $. to Relax 
‘Severe’ Ration 


New York, July 14.—On the heels 
of a new national advertising cam- 
paign, which was launched July 5 by 
the Joint Committee of the Pan 
American Coffee Bureau and the 
National Coffee Association, comes 
word that representatives of the 
coffee and sugar industries, in view 
of rapidly increasing supplies of 
both commodities, are fighting to 
have ration restrictions lifted on 
these products. 


| For the past two days the Coffee 


| From Brazil, coffee shipments | 
alone since the beginning of the | 
|/month total 484,000 bags and addi- | 
| tional quantities from other sources | 
are expected to boost this figure 
well in excess of expected con- 
|sumption. All of these imports are 
lat New York, and the situation 
‘tends to further increase supplies of 
green coffee here. 

Industry spokesmen point out that 
since Brazilian coffee shipments so 
far this month match normal peace- 
time imports from this source, it is 
unnecessary to continue rationing, 
particularly if arrivals remain in 
excess of absorption. On the other 
hand it has been emphasized that 
as long as there is a question of any 
shipping delays and the probability 
|that government needs will have to 
|be met, rationing will not be lifted. 


Industry Advisory Committee of the 
War Food Administration met with 
all government officials dealing with 
coffee to determine whether or not 
to lift the ration restrictions of 
coffee, and to discuss problems con- 
cerning the storage of green coffee, 
packaging, authorizations, and man- 
power. 

At the present time, rationing is 
on the basis of 17.3 pounds per per- 
son per year, which is higher than 
the highest average consumption 
recorded, or the 16.1 pounds per 
capita consumed in 1941. During 
the period 1935-1939, the per capita 
consumption totaled 14 pounds. 

The Commodity Credit Corpora- 
tion recently reported that increased 
supplies of coffee have brought 
about an increase in the ration for 
civilians, and that there is enough 
coffee on hand in the United States 


to maintain a higher ration for the 
next three or four months. Simul- 
taneously, Commodity Credit Cor- 
poration had purchased about 120,- 
000 bags of 60 kilos each since May 
1, out of a total of 2,600,000 bags to 
be purchased by Sept. 30, the un- 
shipped balance of the 1941-42 quota 
established by the Inter-American 
Coffee Board. 


Sales Stimulus Seen 


This week, CCC revealed that 
through June 16 nearly 55% of the 
authorized purchases had _ been 
made, approximating 406,000 tons of 
coffee. It is held likely that in- 
creased importation is partly due to 
large numbers of ships picking up 
Brazilian coffee shipments in re- 
turning from Africa. Certain au- 
thoritative government circles feel 
that if coffee can be imported in 
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Mrs. U. Garden discovers the FARM 


You’re on the right track, Mrs.V. The FARM JOURNAL is 
full of helpful information for anyone who tills the ground, 
whether it’s for money or patriotism. Sorry we can’t enroll 
you as a subscriber, but the 2,700,000 copies we’re printing 
monthly are all needed for our regular paid-in-advance 
rural readers. There are paper limitations, you know. 


Without limitation, the FARM JOURNAL would be headed 


for 3,000,000 right now. 


We stopped all new circulation 


effort long ago and still subscriptions are coming in by the 
tens of thousands. Such outstanding leadership can come from 


Of the 
FIRST FOUR 


General Magazines 


ONE 


covers the rural market 


only one cause— vital editorial content that serves the need 
of America’s intelligent rural population. If you have a single 
grass root in your lineage, you can recognize this appeal by 
reading the July issue. 


PAX 


FARM == 
JOURNAL 


GRAHAM PATTERSON, Publisher MIRMUM @_Zeac ae ML egg % Washington Square, PHILADELPHIA 
tee : ‘ 


JOURNAL 


Advertising Age, July 19, 194: 


even higher quantities than is ne 
essary to maintain average per ca; 
ita consumption there is no nex 
for rationing. These same source 
hinted that some members of t! 
coffee industry are in favor of r 
tioning because they believe it stin 
ulates sales. 

In the face of advanced purcha 
ing power, officials realize that t! 
average civilian can afford to bu 
greater quantities of coffee now. | 
allowed full rein, this increase, 
purchasing power might very we 
result in a record annual consump 
tion. It has also been noted tha 
10,000,000 or more of the country’ 
citizens are now in the armed ser, 
ices, and there is little limit on th: 
amount of coffee they can consume 

There is still the fear, howeve: 
that if rationing should be removed 
the demand for coffee might soa) 
beyond proportion, giving rise t 
hoarding, and necessitating a retur 
to the ration. 


President Forecasts Action 


President Roosevelt, in his mes- 
sage of July 2 vetoing the Commod- 
ity Credit Corporation bill, de- 
clared that the improved shipping 
situation soon might make it pos- 
sible to exempt both coffee and 
sugar from the rationing list. While 
for the most part, members of the 
sugar trade are anxious to see re- 
strictions on their sales eased up, 
they have made no such concerted 
action as is now being pressed by 
the coffee trade. 

Leading sugar brokers stressed 
that shipments of the product are 
greatly in excess of last year and 
stockpiles have been built up far 
beyond current needs and inven- 
tories are now sufficient to last from 
four to six months at a more or less 
normal rate of consumption. 

Despite the fact that the Presi- 
dent’s suggestion was undoubtedly 
based on all the military factors, 
current and contemplated, both 
groups of traders, including whole- 
salers and retailers of the products, 
while they would like to see re- 
strictions relaxed, feel that some 
form of nominal rationing is neces- 
sary for the duration of the war. It 
has been contended that continu- 
ance of the strict system now en- 
forced, in the light of the current 
situation, constitutes a hardship on 
the trade and consumers alike. 

Besides restricting the consumers’ 
purchases, the trade’s sales volume, 
it is said, is unnecessarily curtailed 
at a time when other wartime fac- 
tors are forcing a sharp cut in such 
volume. In addition, it was held, 
the cost of collecting, sorting and 
counting ration coupons is consider- 
able and imposes an economic bur- 
den which constitutes sheer waste 
unless an actual need exists. 


| Windoes Elected 


The Advertising Club of Grand 
Rapids, Mich., has installed the fol- 
lowing new officers: President, 
Ralph F. Windoes, Windsor Furni- 
ture Company; vice-president, Har- 
old B. Burtt, advertising manager, 
Grand Rapids Herald; and secre- 
tary-treasurer, A. William Hon- 
ecker, Franklin Fuel Company. 


Joins ‘American Home’ 


Mildred Sherman, formerly in 
charge of institutional advertising 
and sales promotion, Westinghouse 
Electric International Company, has 
joined the promotion department of 
The American Home, New York. 


Among Sales - Management's 
“High-Spot Cities” Battle Creek 
with its 100-odd diversified 
factories and a busy population 
of 67.776 is consistently among 
the four most active markets in 
Michigan. 


THE BATTLE CREEK 


QUIRER 4x» NEWS 
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: iW Twe SErxevice GFE THE NATION 


“3 7, is my feeling that Americans 

should know and understand the thinking and planning 

nd behind the programs and controls emanating from wartime Washington. 

r- That is why | am happy to have my article, 

‘What the U.S. A. is Worth,’ brought to the attention of millions of Americans 


in through The American Magazine. 
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WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 
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Caution Against 
Wrong Jar Uses 


| 

Muncie, Ind., July 14.—To warn | 
America’s home canners against 
improper use of glass fruit jar caps, 
Ball Brothers Company, now con- 
ducting the most ambitious adver- 
tising campaign in its history, last 
week inserted special notices in 
newspapers throughout the country 
to demonstrate proper use of the 
wartime caps. 

Headlined “Important notice to 
home canners,” the special one-shot 
advertisement explained frankly 
that “the glass top seal fruit jar cap 
for home canning was developed as 
a wartime product to conserve 
metal.” 

It consists of a metal band, glass 
lid and rubber ring and “because 
of the difference in tve nature of 
these three materials this cap must 
be used differently from any other 
fruit jar cap,” the notice continued. 
“If used properly it will give ex- 
cellent results. If not used prop- 
erly, results will be bad, including 
failure to seal and breakage of 
jars.” 

Six simple instructions for use 


were included, and a separate para- 


graph offered homemakers the “Ball | 
Blue Book,” at 10 cents a copy, con- | 


6 
Special Ball Ads 
pecia a § ‘taining complete canning instruc- home-canning articles offered news- 


| tions. 


A final line added that “this 


‘IMPORTANT 
NOTICE 


TO HOME CANNERS 


Ca p Seal F . ap for Home Ce 


NOT TURN FILLED 


nm 
JARS UPSIDE DOWN 


‘The information ty pabliched te the lntereet of heae 
saening end preservation end conservation of food 


BALL BROTHERS COMPANY 
MUNCIE THOlLAHRA UL A 


information is published in the in- 
terest of home canning and preser- 
vation and conservation of food.” 
Ball Ideal and Mason jars, with 
Vacu-Seal and glass top seal, have 
been promoted this spring via ra- 


dio, women’s magazines, national, 
sectional and state farm papers, 


papers, and a sound film, “You Can, 
Too,’ which the company estimates 
will be seen by a million women 
this summer. 

In business paper advertising, 
Ball has urged dealers to tie in with 
the all-out campaign and has of- 


|fered them recipe books and coun- 


ter or window displays featuring 
the conservation theme, “For war- 
time canning, all-glass Ball jars 
save metal.” 

“Everything is being done to en- 
courage safe, successful home can- 
ning in Ball jars,” a typical adver- 
tisement to retailers pointed out. 
“Your customers will be pre-sold on 
the use of tested recipes and reli- 
able jars, caps and rubbers made 
especially for home canning, this 
year and every year. Keep a con- 
stant display of Ball canning equip- 
ment and allied items throughout 
the season—and sales will zoom!” 

Applegate Advertising Agency, 
Muncie, handles the Ball account. 


WTAG Increases Schedule 


Station WTAG, Worcester, Mass., 
has increased its broadcasting 
schedule three hours weekly, sign- 
ing on a half hour earlier, Mon- 
day through Saturday. The station 
naw opens at 6. a. m. and signs off 
at its usual 12:05 a. m. time. The 
Sunday sign-on time, 7:30 a. m., 
remains the same. 


Value 


above state average 


of farmlands 37° 


YES... 


--of course Toledo figures are 


First 6 months of 1943 over First 6 months of 1942 


Industrial Gas Consumption............... inscieadecaien + 18.5% 
Electrical Power Production.......... eesnsenscnicvionie + 16.1% 
Bank Debits ............... omnes isacshinieclllaneieswesece + 22.3% 
Dept. Store Sales (5 months)........ siauiaediasansei + 18.0% 
No. of factory Workere...........0s..-.cccesssssscoresrseses + 23.0% 
Carloadings (Outbound Tonnage)........ plies . + 19.1% 


In times like these, a great industrial city like Toledo naturally shows 
increases in all business indices. 


But that’s only part of the story . . . for, after all, it is the underlying 
factors that make Toledo a strong market under all conditions. 


These include the diversity of industry which lends strength and stability 
to the Toledo market — and the joining together of the wealth of in- 
dustrial production and the rich values added by the superb agricultural 
district which comprises the Toledo Trading Area. 


Yes . . . Toledo IS a DOUBLE VALUE market, adding the value of 
agriculture to the value of industry. 
market in another sense 


OHIO'S 


DOUBLE 
VALUE 


MARKET 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


And it is a DOUBLE-VALUE 
. . Offering value for immediate sales today 
and value for the post-war years of tomorrow! 


530 industries working at 


UP! 


capacity 


| 
| 


| Don Lee Net Makes 


TESTIMONIAL TO 


Advertising Age, July 19, 1943 


THE WARHAWK 


$err ee ie 2 
Warhawk on the 


Warpath | ibm nee 


+ omnd « Cortes P40 WARHABK Lhe 


. wery ell hed s mew and 
he goat age of rranspromence sed trade se 


LOOK TO THE SRY, AMERICA 
Maampactervag Deere: 
ATISS WRIGHT AIRPLANE DIVESION 
WRIGHT AFRONAUTICAL CORPORATION 
Tiss WRIGHT PROPELLER DIVESION 


eBay or Rent Paes 


The Curtiss-Wright Warhawk dominates the latest full-page advertisement in the 
company's extensive newspaper list but the Helldiver—center of a heated con- 
troversy—also is illustrated. “United States Navy dive bomber" is the description; 


“carries bombs heavy enough to sink enemy battleships.” 


(Story on Page |.) 


Synthetic Rubber 
Facts Told in 
Seiberling Splash 


Akron, O., July 14.—Seiberling 
Rubber Company will use 1,785-line 
advertisements in 173 major news- 
papers next Sunday to give Ameri- 
can car owners the facts about syn- 
thetic rubber. Total circulation of 
papers will exceed 28 million. 

Writing under the heading “I'd 
like to tell you the inside story of 
synthetic rubber,” J. P. Seiberling, 
president of the company, has at- 
tempted to give ful! and correct in- 
formation of this controversial sub- 
ject to car and truck owners. As a 
preface to the advertisement Mr. 
Seiberling states: “The public has 
been led to believe that plenty of 
new tires and tubes made of syn- 
thetic rubber will be available soon 
—but that is not the case.” This 
statement is followed by an exposi- 
tion of facts explaining why synthe- 
tic tires will not be available to civ- 
ilians before the middle of next 
year. Conservation of present tires 
is urged by Mr. Seiberling as vitally 
important to keep cars running. 

In addition to newspapers the ad- 
vertisement will appear full and 
double page size in 12 major farm, 
dealer and business papers. 

The advertisement has also been 
prepared in booklet form and will 
be made available for free distribu- 
tion by Seiberling dealers. Window 
streamers and one-minute radio 
spots will be used by Seiberling 
dealers to announce the free booklet 
offer. 

Meldrum and Fewsmith, Cleve- 
land, is the agency. 


Executive Changes 

Sid Fuller, manager of KGB, the | 
Don Lee Network station in San 
Diego, has been appointed assistant | 
program director of the network, | 


| with offices in Hollywood, and will 


be succeeded at KGB by Frank Ide. | 
William Evans, now sales manager 
of KGB, will become assistant man- 
age of that station, succeedng 7 
e. 
In the network’s production head- | 
quarters at Hollywood, Dave Young 


|}and Wally Ramsey have given up 


| their 


previous executive positions | 
in order to devote their entire time 


| to production activities on a num- 


ber of new programs recently ac- 
quired by the network. 


Jelke Appoints Coombes 

J. Edward Coombes, formerly in 
charge of national radio sales for 
the Chicago office of J. P. McKin- 
nery & Son, representative of Gan- 


| nett Newspapers and affiliated radio 
| stations, has been appointed adver- 


tising manager of John F. Jelke| 
Company, Chicago. In addition to 
advertising, he will supervise sales 
promotion and market research ac- 


| tivities. 


i 
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House Organ Gets 
Grand Award for 
July Flag Cover 


Washington, D. C., July 13.—The 
Cross of Honor, highest decoration 
of the United States Flag Associa- 
tion, went to “News and Views,” 
house organ published by Cater- 
pillar Tractor Company, Peoria, IIl., 
for its photographic flag cover, in 
the second national competition for 
magazine covers displaying the na- 
tion’s emblem, it has been an- 
nounced here. 

In the weekly field, Newsweek 
and United States News won the 
association’s patriotic cross for their 
covers. Newsweek made use of a 
photograph for its cover, while the 
United States News adopted a pa- 
triotic painting. 


Other Winners 


Among monthly magazines, 
Glamour won the award for a pho- 
cover, while Woman’s 
Day took the award for a painting. 

In the classification designed as 


“organization and trade,’ Banking 
garnered the award for photog- 
raphy, while Motorship took the 


painting honors. 

“News and Views,’ which took 
the grand prize, was one of the 
winners in the house organs and 
miscellaneous group. “Steel Hori- 
zons,” published by Allegheny Lud- 
lum Steel Corporation, Bracken- 
ridge, Pa., was the other winner in 
this division, with a painting on its 
July cover. 
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1 ~ How can a dive bomber fly 


on a bombing mission with- 
out anyone at the controls 
or in the plane? 


Should you charge your automobile bat- 
tery more during warm weather or cold 
weather? 


Can you figure how an ordinary bottle cork 
is used to plug up a gaping torpedo hole 
in a ship at sea? 


What magazine accurately pictured the new 
Soviet rocket-loaded anti-tank guns a full 
seven months before photographs of those 
guns were received in this country? 


10 


Is Japan due for another destructive earth- 
quake? 


Can you name four well-known devices 
developed for warfare that will be used in 
peacetime to make your regular vacation 
more enjoyable? 


What are the three constant factors which 
have decided battles from the dawn of his- 
tory to now? 


What is the name of the world’s fastest 
bomber ? 


When was the first automobile given its 
road test? 


What magazine scored a world-wide beat 
by printing the first detailed story of Igor 
Sikorsky’s helicopter? 


ANSWERS TO M.1I.-Q TEST 


These questions and answers are based on material appearing in the August 
issue of MECHANIX ILLUSTRATED, America’s most remarkable news magazine 


By means of a radio remote control device patented by John Hays Hammond, 
Jr., noted inventor. 


Batteries run down much more quickly during warm weather. Around 70 de- 
grees, the usual battery loses considerably each day and would become prac- 
tically discharged in three months. At 32 degrees, the loss is extremely small. 


A seaman goes overside with the cork attached to a line and thrusts the cork 
through the hole. It floats to the surface inside the ship and is retrieved. The 
line is then used to pull a shoring patch secure against the outside of the ship. 


Mechanix Illustrated, in its November, 1942 issue. 


Yes. Seismologists say positively another destructive earthquake is due to hit 
Japan soon—since quake records show that such a temblor hits Japan on an 
average of once every 20 years, and the time is nearly up now. 


There are dozens of them (see August Mechanix Illustrated). The waterproofed 
paratroopers’ jumper suit will be ideal for duck hunters. The walkie-talkie radio 
will keep you in touch, on the golf course, with your office. The new portable 
Army cabins will be fine for fishing trips. Dehydrated foods will solve many 
problems of a canoe trip. 


Firepower, shock and mobility. 


The Mosquito, the all-wood plane developed by the British, which reputedly 
does better than 425 miles an hour. 


In 1770, when the Cugnot steam tractor, first self-propelled road vehicle, made 
its trial run. 


Mechanix Illustrated, in the July, 1942 issue. 
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Contempt Action _ 
Against FCC Head 
Will Be Sought 


Washington, D. C., July 14.—| 
James Lawrence Fly, chairman of 
the Federal Communications Com- | 
mission, will be cited for contempt 
of Congress, the special House com- 
mittee investigating the Federal 
Communications Commission de- 
clared today. 

At least, the committee will make | 
every effort to persuade Congress | 
to punish the FCC chieftain for his | 
refusal to produce certain docu- | 
ments at a committee hearing last 
week. 

At that hearing, Mr. Fly, despite 
the bulldog efforts of Eugene L. 
Garey, special counsel for the com- 
mittee, refused to divulge contents 
of the documents, declaring that 
the Board of War Communications, 
of which he is also chairman, had 
instructed him not to reveal the 
data contained in them. 

The maximum penalty for con- 
tempt is $1,000 fine and one year 
in jail. Congressman Eugene Cox, 
Georgia Democrat and bitter foe of 
Mr. Fly, insisted that the contempt 
charge would be pressed, but indi- 
cated that it would not be presented 
until after Congress reconvenes in 
September. 

In order to initiate contempt pro-| 
ceedings, the committee has the 
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cisco, stepped forward to tell the story 
of decreased margins under which the 
grocery trade operates, and the evils 
of grade labeling, with this large space 
explanation in newspapers of western 
states. Brisacher, Davis & Van Norden's 
San Francisco office handles the canner's 
account. 


alternatives of (1) asking the House 
and Senate to vote on proceedings 
to punish Fly; (2) having the 
Speaker of the House certify the 
| case to the district attorney. 

| The committee is expected to 
| pursue the first method, and it was 
disclosed that the committee’s in- 
| vestigating staff is now digging up 
federal statutes regarding refusal of 
witnesses to testify before Congres- 
sional groups. Hearings will be re- 
sumed next week. 


Wells Named V. P. 


Ben Wells, sales promotion man- 
ager of the parent Seven-Up Com- 
pany, St. Louis, has been appointed 
vice-president, and will direct ad- 
vertising and supervise field man- 
agement and sales training. 


Kline Joins Haire 

Edward Kline, for the past 12 
years in the advertising department 
of the New Jersey Observer, has 
joined the advertising sales staff of 
Fashion Accessories, New York, a 
Haire merchandising publication. 


Neall Promoted 


R. W. Neall, for the past 15 years 
manager of the contract sales divi- 
sion of Bigelow-Sanford Carpet 
Company, New York, has been pro- 
moted to assistant sales manager. 
In addition to his new duties Mr. 
Neall 
sales activities of the contract de- 
partment. 


is 


59.9% OF ALL 4-H MEMB 


fA ade ~ 


ERS LIVE IN 14 SOUTHERN STATES 


4-H Clubs are sponsored by Extension Services of state agricultural colleges in cooperation with the U. S$. Department of 


Agriculture. 4-H stands for Head, Heart, Hands, Health. Their motto . 


.. ''to make the best better.” 


HE most eagerly receptive minds in the whole great agricultural market are 
those of the 4-H Boys and Girls. 


There are |,431,861 of these receptive young minds in Agricultural America . . . 


and 59.9°/, of them are sons and daughters of farmers in the 14 Southern states. 


That leaves only 40.1°/, in the other 34 states. 


858,391 active 4-H Boys and Girls eager to get ahead . . . that gives you a quick 


picture of the vitality of the Southern farm market . . . and that vital market is 


where Southern Agriculturist concentrates its nearly-a-million circulation. 


month we publish a 4-H feature — The Young South. 
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CHICAGO DETROIT 


For a close-up of Southern Agriculturist’s New Vitality, open the Current Issue. 


will continue to supervise 
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Advertising Age, July 19, i043 


midst of a struggle for sury 
| while American boys are dying 
the thousands, blatant brag ad 
| tising is in questionable taste.” 
| In the same speech, the fo: 
Young & Rubicam executive 
vealed that the advertising busi 
is being asked to contribute $5 
000,000—one-third of the total 
vertising volume to war adveriis- 
ing, which he defined as “adve) 

ing which induces people, throush 
information, understanding or per- 
suasion, to take certain actions 


In Washington... 
Capital Considers 


Aftermath of 
Truman Report 


Washington, D. C., July 14.—/necessary to the winning of {6 
Three events topped the list in| war.” 
Washington this week: the after- 


Era Closed with Battle 


The government officials why 
shared the broadcast spoke of the); 
own fields, and indicated how ad- 
vertising might affect the goals they 
seek. If the speeches did not revea] 
startling news, they did add to a | 
growing testimonial for advertis- 
ing’s utility in war. 

The resignation of Lou R. Maxon 
closed an era of bitter battle for the 
agency head. And it raised the 
question, “‘How long can OPA exist 
under its present mismanagement?” 
The Detroit adman brought to OPA 


math of the Truman report, the 
War Advertising Council’s broad- 
cast and the sudden resignation of 
Lou R. Maxon as information dep- 
uty for the Office of Price Admin- 
istration. 

The Truman committee’s report 
on aircraft, which incidentally con- 
demned roundly the advertising of 
Curtiss-Wright Corporation, which 
described its Helldiver plane as the 
“world’s finest dive bomber” when 
no usable plane — in the commit- 
tee’s phrase—had yet been pro- 
duced, and the International Nickel 
Company’s campaign which pro-|the same qualities which dis- 
claimed non-existent Helicopters,| tinguished him in the agency field. 
struck deep in the Capital. alertness, vigor, a quick grasp of 

Of the committee’s recommenda-| facts, and an aggressiveness border- 
tion about the re-study of the gov-| ing on belligerence. 
ernment’s attitude on advertising These qualities brought him into 
costs, one tax-wise aviation man| violent conflict with OPA officials, 
declared that no such re-shuffle}/ nor did his frequent references to 
would be made at present. “But|them as “professors,” “theorists,” 
another slip like this one,” he said,| “slide-rule boys’ and other equally 
“would just about bring it.” expressive but impolitic terms in- 

It is no secret in Washington! sure domestic peace in the agency. 
that both Army and Navy have On one fight he was victorious 
been disgruntled about the type and} Grade labeling. There was a time 
volume of advertising by war con-| when it seemed likely that OPA’s 
tractors. It is reliably reported| grade labeling regulation would 
that pressure has been brought to! pass unchallenged, but Mr. Maxon’s 


bear to get the present rules| arrival and subsequent willingness 
changed, but so far nothing has| to battle for his opinion resulted in 
been done. The Truman report! recall of the order, and eventual 


| will have one effect, however, and 
that is a new caution on the part of 
the services to permit loose talk 
|}about the value of implements of 
war. Insiders this week said that 
the Army and Navy will shortly re- 
store the gag to radar, largely be- 
cause of the rush of electric com- 
panies to get on the bandwagon— 
via advertising. 


scrapping of the labeling program 
He left OPA in ruffled temper, and 
his closing blast makes quite evi- 
dent what he encountered in his 
service with the agency. 

Farm Goals Revealed 


On other fronts: War Food Ad- 
ministrator Marvin Jones revealed 
record-shattering farm production 
goals. .. Mr. Maxon called the roll- 
back program a “dream.” . . Chair- 
man Donald M. Nelson of WPB 
announced a six-point program cal- 
culated to make clothing rationing 
unnecessary. His six points: great- 
er production; orderly and adequate 
distribution; more “volume” mer- 
chandise; allocation of materials to 
essential needs; increased burlap 
imports; and consumer care. David 
R. Craig, president of the American 
Retail Federation, said in a state- 
ment that “merchants will make 
the goods go as far as possible, and 
they rely on the WPB’s assurance 


Changes Bring Indictment 


There has undoubtedly been a 
disposition to discount the report of 
the Truman committee, but the fact 
remains that the panel has the re- 
spect of Washington and particu- 
| larly of the body for which it oper- 
| ates. When the status of sinkings 
| VS. shipbuilding was muddled, the 
Truman committee’s blunt state- 
|ment that we lost a million tons 
| more than we built cleared the air. 
charges against the Carnegie- 
| Illinois Company brought on a De- 
partment of Justice indictment. : ; Slige 
| Despite the fact that newspapers| that it will obtain increases in the 
| were generally disposed to regard| Quantity of goods available for 
| the advertising angle as of little) civilians. .. The War Food Admin- 
consequence compared with  the| istration announced that the civil- 
charges concerning faulty engines| ian population will receive 70% of 
| and lax inspections, sufficient pub-|the prospective supply of canned 
licity attached to the advertising to| vegetables, including soups, during 
cause worry. |the next year, and 53% of the 

The story seemed to be one of | canned fruits and juices. The 
perfect alibis, however. The Navy|FTC was beginning to hold its 
clung to its traditional policy of in-| Cigaret advertising claims hearings 
sisting that it cleared only “secur- | in New York, with Philip Morris & 
ity angles” in reviewing advertis-| Co. slated for this week, P. Loril- 
ing; the companies could point to | lard Company for next, and Ameri- 


speeches of Navy officers and clear-|¢an Tobacco Company third. 

lance by public relations offices, | — a 

-media, which Chester J. LaRoche| Goodrich Promotes Cox 

asked to police advertising at the R. G. Cox, who has been with the 

AFA convention a fortnight ago,| industrial products organization of 

would have been reasonably mis-| BR fF. Goodrich Company, Akron, 

| led since (1) they didn’t know the) O., for the past 18 years, has been 

facts, (2) the copy had been cleared placed in charge of molded goods 

by the Navy. rad sales. He succeeds E. R. Miller, 
Mr. LaRoche, incidentally, spoke| who retired recently. 

on a co-related subject during his Se 

portion of the War Advertising | ss 

Council broadcast. War advertis- Heads Foster Publicity 

ing, he said, does not mean copy Louis Baker, who has been in the 

“that simply shows pictures of) Detroit office of the Ask Mr. Foster 

planes or tanks or guns. Everybody | Travel Service, has been appointed 

knows we're at war... is war ad-| publicity director, succeedin g 

vertising that which tells how a! Kathryn Hulme, resigned. He will 

| company’s products are helping win| be located at the company’s New 

| the war? Generally, no. . . In the| York executive offices. 
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W hatever the future may call for, one fact stands out crystal 
clear... Management men in all industries will have a far closer 
contact with operational problems than ever before... New 
materials, new processes, new gadgets, new methods of distribu- 
tion will demand decisions so far reaching that they will have to 


be made by Management heads and their immediate advisers. 


Educate the Management men of Industry on your new products and 


your services. Tell your story to them in the magazine that Management 


says is “MUST READING”’—The United States News. 


THE ONLY WEEKLY 


oe eid mats. <a Cae Dee Oe Oe vs % be 
‘ OR RN Be ee ee 6 % 
ee +e 


Earmark your 1944 advertising budget to include 
a cycle to run in The United States News. 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF 


Se 


NATIONAL AFFAIRS 
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$10,000 Drive to 
Promote Atlantic 


City Starts Soon 


Atlantic City, July 14.—A special 
committee named by City Commis- | 
sioner Joseph Altman recommended | 
today that the city spend a $10,000 | 
fund in a sustained newspaper ad-| 
vertising campaign to run from 
mid-July to mid-October. 

The group of hotel and business 
men, headed by John C. Woulfe, 
president, Atlantic City Restaurant 
Association, and owner of _ the 
Knights of Columbus hospital here, 
was appointed to make recommen- 
dations for the spending of a $10,- 
000 appropriation recently voted 
Atlantic City by the New Jersey 


|'State Advertising Council. 

| The fund is to be divided into 
|three parts. The first, an introduc- 
tory period, will advertise “business 
as usual” until Aug. 8. The second 
will boost the “30 Golden Days” 
from Aug. 29 to Sept. 28, when 
| many Army-occupied Boardwalk 
| hotels are expected to be cleared of 
|air trainees and operating for civil- 
ian patronage, arid the final phase 
will advertise late fall and winter 
life in Atlantic City. 

The committee suggested that 
$11,000 remaining in the city’s ad- 
vertising budget be used to carry 
on the Council-financed plan at its 
expiration. A schedule for the state 
appropriation, prepared by the Dor- 
land Advertising Agency here, calls 
for placing the copy in newspapers 
in New York, Brooklyn, Philadel- 
| tei: and other cities. 


Club Aluminum 
Plans Test Drive 


for Its Cleaner 


Chicago, July 14.—Club Alum- 
inum Products Company next week 
will launch a newspaper and radio 
test campaign in behalf of its line 
of household cleaners and polishes. 
Initial advertising will be confined 
to the Chicago market, although the 
company hopes to extend both 
product and promotion to other 
market areas throughout the coun- 
try 

The test schedule calls for weekly 
insertions for 13 weeks in the Chi- 
cago Daily News, Herald-American 
and Times and spot announcements 
on Stations WCFL and WMAQ dur- 


ing the same trial period. The open- 
ing 3 column by 135-line advertise- 
ment tells housewives their worries 
about cleaning aluminum without 
steel wool are over—that Club 
Aluminum cleaner solves the prob- 
lem. Four other housekeeping aids 
draw secondary mention in a box 
at the bottom of the copy—Club 
cream furniture polish, Club 
scratch-concealing polish, Club gen- 
eral cleaner and Club silver polish. 


Other Stores Stock Up 


Although the aluminum cleaner 
will be advertised to consumers for 
the first time starting July 22, it 
has been sold previously in depart- 
ment and hardware stores which 
once carried the more familiar Club 
Aluminum products—now war cas- 
ualties. Other stores now have 
stocked the line of five housekeep- 


GES CaN OS 


Yes, sir—it's all a part of the same show—all for 


the price of one. Some watch the main ring, but 


there are just as many who come to see the 


other acts. 


Don't forget—they’re all WGN listeners— 
they're all WGN fans. They're all a part of the 


same show. 


KE RFS 


CITING 


The same things that attract Chicagoans to 
WGN, that cause them to vote WGN— “Chicago's 


outstanding radio station” —also attract mid- 


westerners in a wide five-state area. 


WGN is their community station, and whether 


it is for information or entertainment, they turn 


first to WGN. 


No wonder advertisers place more local and spot business on WGN than on any 


A Clear Channel Station 
ILLINOIS 


720 KILOCYCLES 


CH 


50,000 WATTS 


EASTERN SALES OFFICE: 


MUTUAL 


other major Chicago station 


ICAGO 


6 


Advertising Age, July 19, \44 


TEST OPENER 


NEW aT GLEAN 


_ ¥ BRIGHT / 


a suena 
TAERNER 


Sparkle. Soctid / 


SRIGHTENS POTS AND Pan: 
In ORD Time! 


1 quenvens ae ” ) asame 


2 scoves stan ane Per mcs 


apy Ne 4006 — Jab Ne O05) —F cok 6 10h mee — (600 een) — Newapagers 1943 (8 TR be 


Club Aluminum Products Co., Chicago, 

will open a test campaign for its cleaner 

and other housekeeping aids with this 

newspaper copy. Radio also will be 
used. 


ing aids, including grocery chains, 
independents and cooperatives. 
Club Aluminum, when its cook- 
ing utensils were on the market in 
normal supply, also sold a stee! 
wool and soap cleaner combination 
with its aluminum ware. Steel woo! 
also has been a casualty for the 
duration. The aluminum cleane: 
will be offered as a timely answer: 
to the vexing problem of keepiny 
aluminum utensils clean. 


| told 
|“They’re all designed to save you 


“Try this amazing new aluminum 
cleaner and the four other Club 
housekeeping aids,’’ consumers are 
in the initial advertisement 


precious time and make your work 
easier.” Four features of the 
cleaners are emphasized: it bright- 
ens as well as cleans, remove 
stains and pot-black, is fast, eas) 
and safe, and shines without steel 
wool, 
| Announcement of the consume! 
campaign to the trade was made in 
the most recent issue of Food Mart 
News, with an advertisement which 
reproduced the opening copy. 
Department and hardware stores 
in the Chicago area will make a 
special test offer of the cleaning 
powder, four large packages for $1, 
a 20-cent saving over the regula 
price. Smaller packages are being 
stocked by grocery stores. 
Blackett-Sample-Hummert 
dies the account. 


han- 


Russell T. Gray, Inc., 
Elects New Officers 


| Waldo G. Schnell has been elected 
| executive vice-president and M. G 
| Walther vice-president of Russe!! 
T. Gray, Inc., Chicago industrial 
advertising agency. 

Mr. Schnell has been with the 
| agency since 1935, serving as vice- 
| president for the past four year 
|Mr. Walther has been an account 
executive with the company f 
more than six years. Z. H. Mischk: 
| who joined the agency last fall, hi 
| been named director of publicit 
| and government manuals. 


| 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


@ minimum cost you reach 


| 


220 £. 42nd Street, New York 17, N.Y. 


BROADCASTING SYSTEM 


% «=s- PAUL:-~ 1. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 


urban and suburban popule- 
tion. 
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The Boss has a plowing job to do 


The limousine is certainly in keeping with dignity... but not with 
the phowing job. Much better if the Boss would change his clothes, 
get down to earth, and get a tractor that would really do the work. 


The Boss has some kin-executives who also abjure tractors. While 
admitting the horse-power of “the Comics’ they sometimes think 
of them as an “undignified’’ medium. Now, seriously, is there any- 
thing “undignified” in good humor, high adventure, and wholesome 
entertainment? Is there anything “undignified” about using a tractor 
when you have a plowing job to do? 


Famous characters in The Comic Weekly, such as Jiggs & Maggic, 
Blondie, Toots & Caspar, Popeye and the Katzenjammers, depict life 
as it is. Prince Valiant rekindles the flaming, gallant days when 
knighthood was in flower. Skippy is as real and lovable a lad as 
Mark Twain’s Huckleberry Finn. Flash Gordon’s adventures are as 
fascinating as Jules Verne, in modern dress. Walt Disney's Donald 
Duck has admirers who encompass all mankind. 


But primarily Puck-The Comic Weekly is an entertainment medium 
designed to do a MAJOR advertising job. For example: 


1...Puck has a record of results which no sales-minded execu- 
tive can ignore. In 1940 one large advertiser bought eight color 


advertisements. In 1941 the schedule was increased to 28: and to 51 
color advertisements in 1942. More of this advertiser's dollars went 


into Puck in 1942 than into any other publication. 


2...Surveys show that over 80% of all adults read the Comics. 
Three national weeklies deliver 293 adult readers per dollar invested 
in half-page or larger space, but Puck-The Comic Weekly delivers 
717 adult readers per dollar invested in an average advertisement. 


3...Visibility and readership are tops because Puck accepts only a 
limited number of advertisements per issue. Space in Puck is a real 


franchise. 


Puck -The Comic Weekly, distributed to more than 6,250,000 
familics through 15 great Sunday newspapers from coast to coast, is 
read by over 20,000,000 people—men, women and children—and 


blankets the great industrial areas and most prosperous markets in 
the U.S.A. 


To gain a real understanding of Puck’s essential power and dig- 
nity, top executives— president, sales manager, and advertising man- 
ager, together with key men in the advertising agency—should sec 
Puck’s analysis of ‘Your Customers of Tomorrow.”’ Puck-The Comic 
Weekly, 959 Eighth Avenue, New York; Hearst Building, Chicago. 
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A War Message in Every Ad 


The presentation of the gov- 
ernment program for increased use 
of advertising to promote war objec- 
tives on the home front, which was 
the subject of a broadcast over the 
NBC network July 14, was a tre- 
mendously impressive and inspiring 


effort. As Chester J. LaRoche, 
chairman of the War Advertising 
Council, who appeared on _ the 


broadcast with Elmer Davis, head 
of OWI, and a number of other key 
men in government, told his listen- 
ers, the program is to devote at 
least one-third of all space and 
time to promotion of specific war 
objectives, and to have a war mes- 
sage of some sort in every ad. 

This method of enlisting even 
fuller cooperation from advertisers, 
agencies, media and suppliers to 
obtain still more complete integra- 
tion of all advertising activities for 
the purpose of speeding victory is, 
we believe, certain to achieve suc- 
cess. It is our conviction that ad- 
vertisers are keenly interested in 
carrying their full share of the load. 
They have succeeded to an amaz- 
ing degree, and with the help of 
agencies and media have piled up a 
remarkable record, which is re- 
flected in improved public under- 
standing and cooperation on proj- 
ects which require intelligent par- 
ticipation by all of our citizens at 
home. 

How well this job has been done 
is likewise shown by the report of 
the Psychological Corporation on 
the public attitude toward business, 


made at the recent convention of 
the Association of National Adver- 
tisers in New York. It was shown 
that 84% of those interviewed fee! 
that business is doing a good job 
for the most part to help win the 
war, and almost exactly the sam | 
proportion, 83%, do not think that | 
they should give up their advertis- | 
ing during the war period. Ob- | 
viously, both the impression re- | 
garding the job done by business | 
during the war and sentiment re- 


garding continued advertising are bes it 


MARKETING DISLOCATION 


SRE i S| 


THE CUSTOMER 


\ 


—The Home Front, in Liberty 


“I'm sorry, Mrs. Frohungsbush—! should have taken that down long ago." 


Ad-libbing 


Proof of the Pudding 

Alfred Doering, real estate man 
of Milwaukee, is completely dis- 
gusted with advertising and all its 
works. Not that he doesn’t believe 
that advertising gets results; quite, 
oh quite the contrary. 

Mr. Doering owns a 24-acre sub- 
division near Milwaukee, and this 
subdivision has strawberry plants 
which were not being picked. 


the reflection of what the public has | Mr. Doering = a hang a and 
read and heard through the adver- | besides, he thought he'd create a 


tising messages which business had | 


presented to them. 

There have been some sharp dif- 
ferences of opinion regarding the 
kind of copy advertisers should use | 
to make the most of their contribu- 


tions to the war effort. Some ad- 
vertisers who have done a con- 
scientious job of reporting the) 


amazing record of production which 
they have made have been con- 
demned and criticized for making 


|little good will for himself, so he 

| placed the following ad in the Mil- 

'waukee Journal’s classified columns: 

FREE STRAW BERRIES 

on my land on N, 100th st, be- 
tween Capitol dr. and Hampton 
rd., are thousands of strawberry 
plants with ripe fruit going to 
waste: come out and pick them; 
they are yours; look for the sign 
with my name on it. 

A. DOERING 


Milwaukee re- 
They started com- 
ing at 5 a. m., and by midmorning 


The citizenry of 
sponded nobly. 


selfish use of advertising facilities there was a traffic jam that it took 
at this time. We believe that in|, deputy sheriff to untangle. They 
95% of the cases, manufacturers|came with crocks, cartons, pans, 


and other advertisers who are given 
a specific assignment for the use of 
their space and time will gladly | 
follow the suggested program. They 
should be given credit, therefore, | 


|for desire and willingness to coop- | 


erate, and an opportunity still fur-| 
ther to help in the accomplishment | 
of the result toward which every | 
patriotic American is working. 


The Truman Report 


The Truman committee of the 
Senate has delivered a blast at cer- 
tain war contractors and at their 
advertising which, as an omen of 
the times, cannot be disregarded. 
While direct fraud was charged by 
the committee in the case of the 
Curtiss-Wright Corporation, as a 
result of which the Department of 
Justice is making an investigation, 
advertisers are primarily concerned 
with the condemnation expressed 
by the committee of the .advertising 
copy which it has published, and 
in which it is alleged that unfound- 
ed claims were made for certain of 
its planes. 

The interesting part of this situa- 
tion is that the Navy 
shares in the condemnation, since 
the committee agrees that the ad- 
vertiser had official clearance for 
his copy. The Navy, on the other 
hand, probably feels that its duty 
is done when copy is checked from 
the standpoint of national security, 


| cies. 


Department | 


and that it is not otherwise 
sponsible factual material 
cluded in the advertisement. 
The committee likewise chal-| 
lenged the use of advertising funds 
for this type of promotion from the | 
standpoint of their deductibility for | 
income tax purposes, even though | 
it is evident that in practically all 
cases of the kind approval for spe- 
cific expenditures has been given 
by the department and bureau di- 
rectly concerned. 
The Truman committee is not an 
administrative agency, but it is in| 
a position to influence public opin- | 
ion and hence administrative poli- 


re- | 


for in- | 


| 
If nothing else, its report sug- | 


gests the greatest care on the part} 
of advertisers as to the kind of copy 
they are using, and that they make 
every effort, for reasons both of | 
selfish interest and national policy, | 
to “stay on the beam” in making | 
wartime advertising really con- | 
structive and helpful to the country. 


Laghy 


pails to get their strawberries, and 
most used up a considerable amount 
of their precious gasoline to gei 
there. They didn’t mind about the 
strawberries being wild and rather 
small, but they were considerably 
irked at the paucity of the supply. 

So they began to let Mr. Doering 
know what they thought of 


day and most of the night,” he told 
reporters. “This morning it started 


again. Sure, I'd like to know where | 


the berries are, too. I never said 
there were tons of them out there. 

“There were at least seven to 
nine bushels of berries out there 
Friday. We couldn't pick them. I 
knew there were people in Milwau- 
kee who would like those 
So, in my good hearted way, I ran 
the ad, thinking maybe 20 or 25 
people would come out. I never 
expected 10,000. 

“The first thing Monday morn- 
ing the Better Business Bureau 
called and said they had been asked 
to investigate the ad. I’m sorry 
about the whole thing, but I cer- 
tainly meant no harm.” 

Mr. Doering says he is still a 
good-hearted man. But the next 
time he has something to give 
away, he will surround his charity 
with the utmost secrecy. And above 
all else, he positively will not buy 
a classified advertisement to tell 
about it. 


Guarantee vs. Hope 

In issuing a new rate card, Nelson 
Peabody, advertising director of 
Outdoors, expresses what must bs 


Ne 


him. | 
“My telephone rang all day yester- | 


berries. | 


jthe fervent hope of many others 
having to do with circulation and 
advertising of magazines, with the 
following data contained in a sup- 
plementary letterhead attached to 
the rate card: “Our guarantee— 
180,000 ABC net paid average; Our 
hope—a bonus circulation, provided 
we can obtain the paper.” 


Opportunity Calls 

Would you, gentle sir, be inter- 
ested in engaging in the sulphite 
pulp business at Cosmopolis, Wash.? 
If you would, please contact the 
National Bank of Commerce at 
Seattle, executor of the estate of the 
late Neil Cooney. When Mr. Cooney 
passed on to his reward, he speci- 
fied that his executor could enter 
into a contract at any time within 
seven months of his decease, to 
supply a mill site at a nominal price 
and to further deliver $100,000 to 
the responsible party who built a 
mill on this site, provided it was 
ready to operate within 12 months 
of the contract date. Mr. Cooney 
wants a mill of at least 150 tons 
daily capacity, and he would prefer 
a sulphite mill, but he will take a 
sulphate mill if necessary, provided 
the citizens of Cosmopolis approve. 


Jottings 

While changing its window dis- 
| play, Rudolph Wurlitzer Company’s 
retail store in New York displayed 
| the following signs on each of its 
windows: “Just dolling up a little. 
Step in and look around. Today's 
|special—U. S. War Bonds, only 
$18.75; War Stamps as low as 10 
cents. ...” 

Recent advertising by the New 
Jersey Association of Real Estate 
‘Boards brought more than 2,000 
queries from persons seeking a 
home “with a little land around 
ee as 

Foremen must learn to say 
“Please” and “Thank You” to their 
new women workers, says Dr. Don- 
ald A. Laird, Colgate University 
professor of psychology. He also 
suggests: “Learn their names, 
notice them, praise them, encourage 
them, never use nicknames and 
never kid them... .” 

American Petroleum Industries 
Committee is distributing a four- 
page folder explaining the develop- 
ment of the oil business in this 
country and its contribution to the 
scheme of American life. It in- 
cludes a simple statement of the 


the American way of life.” These 
are: (1) full opportunity for indi- 
vidual initiative; (2) research and 
the urge for technological improve- 
ment; (3) perseverance and direc- 
tive effort towards desired objec- 


tives. .. 


“three basic elements that underlie | 


ory 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2201. 
Help. 
McCall’s has issued this brochure 
as a sequel to “This Woman Needs 
Help,” which urged cooperation o/ 
advertisers and media in helping 
housewives meet wartime problems. 
The new book reproduces editorial 
pages from the January, February, 
March, April and May issues of 
McCall’s to show some of the ques- 
tions readers are asking and how 
the magazine is answering them. 


This Woman is Getting 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and Times 
staff members. 


Sicily, Greece, Democ- 


No. 2203. M-Day for W-Power. 

Every day is M-Day for woman- 
power, says this brochure, issued by 
Ladies’ Home Journal, pointing out 
that whatever emergency arises 
must be put up to the nation’s 
women for carrying through. The 
pages of the brochure show how 
the Journal has presented wartime 
issues to enlist women, and the suc- 
cess of the promotions. 


No. 2198. You Never Earned Your 
Groceries Easier. 


The Rio Grande Valley Group 
pays off to readers of this booklet— 
334 words, reading pay, 22 potatoes 
—provided the reader votes “yes” 
or “no” when he’s digested the facts. 
The booklet tells the market story 
of “Valley City”’—the lower Rio 
Grande Valley region of over 100,- 
000 population—which, it holds, is 
identical in pattern to any similar 
metropolitan city, because it ‘s 
served by common utilities, retail] 
outlets and newspapers. 


No. 2199. Iowa Farm Dealers’ 
Survey. 

Station WHO has issued this re- 
port of a survey made among feed, 
grain and hatchery dealers of Iowa 
showing advertising preferences. 
Recipients of the survey cards an- 
swered the question, “Which state- 
wide advertising medium helps to 
sell the most goods for you?” 


No. 2200. The Philadelphia 60- 
County Market. 

The Philadelphia Inquirer has is- 
sued this folder, which describes 
its market area—the leading cities 
and their population, some of the 
important manufacturers, and their 
products. A Sunday coverage map 
is included, with information about 
the various types of printing avail- 
able in the Sunday edition, rates 
and mechanical requirements. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 

The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non-users and typical comments 
showing consumer attitudes. 

No. 2184. Postwar Housing Survey. 


| What price range, what kind of 
house, and what about prefabrica- 
‘tion are some of the questions 
‘answered in this report of a survey 
| made by Parents’ Magazine among 
architects, builders, contractors and 
building supply dealers. 
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Reports Liquor 
Rationing Will 
Be Nationwide 


New York, July 14.—Liquor ra- 
tioning, now in effect in 13 states, 
will be nationwide in a few months, 
it was predicted here last week. 

In a report to the New York 
joint legislative committee on inter- 
state cooperation, a sub-committee 
declared rationing is inevitable and 
will be instituted by the liquor in- 
dustry itself. Most distillers have 
been allecating popular brands on a 
pro-rata basis for some time. 

The committee was authorized to 
sponsor a regional conference with 
representatives from New York, 
New Jersey, Pennsylvania, Connec- 
ticut and Delaware to study war- 
time liquor problems, control and 
regulation. State Sen. James J. 
Crawford, heading the committee, 
said he had reports of distillers 
holding back better known brands, 
and one distiller is reported to have 
curtailed distribution entirely. 


LIQUOR HIJACKING 
ON INCREASE 


New York, July 14.—With the 
growing shortage of distilled spirits 
and rising prices, liquor hijackers 
are stepping up operations reminis- 
cent of the prohibition era to the 
extent that underwriters of liquor 
insurance are contemplating higher 
premium rates. 

The bootleg market provides a 
ready outlet for hijacked liquor, ac- 
cording to Allied Liquor Industries, 
representing the nation’s largest 
distillers. This market is reaping 
millions in profits for syndicates 
that are cashing in on the liquor 
shortages. 

Complete statistics on the extent 
of the hijacking are not available. 
However, the Liquor Credit Asso- 
ciation of Chicago reports that from 
Jan. 1 to May 31 $116,922 worth of 
liquor had been stolen by hijackers 
and burglars in Chicago. This rep- 
resents a 40% rise over a year ago. 

Insurance underwriters have not 
raised their rates since the sched- 
ules were established a few years 


LARGEST 


“MARKET | 


A city of home owners 


Not only is Fort Wayne In- 
diana’s 2nd largest market... 
it is an outstandingly stable 
and dependable market. 


In Indiana's 2nd largest ci 
home ownership is 65% .. . 
an unusually high percentage 
for any city. This in itself indi- 
cates the solid buying habits 
of its American-born popula- 
tion, 


In addition to being a city of 
home owners .. . 90% of its 
wage earners are putting part 
of their earnings into War 
Bonds and Stamps. And 76%, 
are buying life insurance. 
Things like these portray the 
character of a market. 


The savings from preset 
earnings now being set aside 
for future spending make it 
a highly attractive market for 
any national advertiser seek- 
ing immediate returns from a 
sound long-term investment. 


* 


The News-Sentinel 


Fort Wayne's “Good Evening” Newspaper 
FORT WAYNE, INDIANA 


ago, but it is likely that higher pre- 
miums will be asked soon, one 
broker said. 


BOTTLE SITUATION 
PERPLEXES DISTILLERS 


New York, July 14.—With the 
start of the New York and New Jer- 
sey drive to bring milk, beer and 
soda bottles out of hiding, the liquor 
industry is again taking sides on the 
problem of compulsory breakage 
versus conservation. 

Paradoxically, while a plea is 
being made for the salvage of bottles 
for the soft-drink and beer indus- 
tries, millions of bottles are 
being smashed annually by liquor 
retailers in compliance with the fed- 
eral statute requiring breakage of 
all emptied bottles to prevent reuse 
by bootleggers. 

About 800,000,000 bottles are used 


annually by the liquor industry. It 
is estimated that through efficient 
salvage, 50% could be saved. Dis- 
tillers who are anxious to conserve 
materials point out that something 
far worse than a shortage might de- 
velop if the federal law were re- 
pealed. 

“It would be a very bad thing for 
the industry if bottles were reused,” 
said a spokesman for Joseph E. Sea- 
gram & Sons. “It would be bad from 
the standpoint. of bootlegging.” 

“The law has its merits,” a 
spokesman for another distiller de- 
clared. “Each bottle has the con- 
cern name and distilling license 
blown into it. It’s all for the pro- 
tection of the consumer.” 

A representative of the Greater 
New York Wholesale Liquor Deal- 
ers Association admitted that opin- 
ion was divided. He pointed out 
that unless procedure was carefully 


regulated, bootleggers would take 
up where they left off after prohi- 
bition repeal. 

A conservation plan, drawn up in 
1941 for the distilled spirits indus- 
try by Lewis S. Rosenstiel, chair- 
man of the board, Schenley Distil- 
lers Corporation, suggested how the 
law prohibiting the reuse of bottles 
could be revised. The plan included 
the establishment of bottle ex- 
changes throughout the country to 
collect and redistribute bottles to 
distilleries or bottling plants. 

The Treasury Department has 
shown a reluctance to approve any 
change in current regulation be- 
cause it holds that no satisfactory 
means has yet been worked out by 
which the government would be pro- 
tected against tax dodgers and the 


consumer against fraudulent bot- 
tlers. 


13 
Expands Public Relations 


Nash-Kelvinator Corporation, De- 
troit, has appointed William G. 
Haworth and Millard C. Faught as 
associated directors of public rela- 
tions. Mr. Haworth was formerly 
public relations director of the Aus- 
tin M. Fisher organization, New 
York, and Mr. Faught was chief of 
the marketing reports division of 
the War Food Administration for 
the 12 northeastern states. H. G. 
Little is director of Nash-Kelvinator 
public relations. 


Karlen Joins Andrews 

Michael Karlen, formerly space 
buyer and production manager, 
Hixson-O’Donnell Advertising, New 
York, has joined Neal Reed An- 
drews Advertising, New York, as 
media director-buyer and produc- 
tion manager. 


It's Harvest Time 


in Pracriie “Farmer Land! 


Double Your SALES Power (a Pracrte Faruner Laud! 


BURRIDGE D. BUTLER 
Publisher 


Jl name) fanMe 


Since 1841 
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ODAY the thousands of farm families, upon whom the 
World now depends for food supplies, are ready to turn to 
you... for the products their well-earned money will buy. 


How can you most effectively send your sales message 
directly to the prosperous working families in Prairie 
Farmer Land? Through the two great media that have built 
this market by serving its people. Prairie Farmer for more 
than a century! WLS for more than a generation! Both 
have given these working families that kind of entertain- 
ment, news, markets and other services that have won their 
complete confidence and loyalty. 


Yes, it’s time for you to reap the harvest that awaits YOU 
when you concentrate your sales message in Prairie Farmer 


Land through this powerful selling combination. 
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BBC to Carry All-Star 
Ball Game Overseas 


The All-Star baseball game be- 
tween picked teams’ of the American 
and _National League ball clubs 
played at Philadelphia last week 
was carried to American troops 
in England and North Africa by the 
British..Broadcasting Corporation. 

The broadcast was heard in 
England: on the Forces Service 
Wednesday, July 14, at 1:15 p.m. 
DBST; also in North Africa and 
other parts of the world through 
BBC’s general overseas service. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILL 
LIAM BALSAM 


540 N. MICHIOAN - CHICAGO - 7819 


Fly Berates House 
Group Probing FCC; 


| 


Refuses Testimony 


| Washington, D. C., July 13.— 
James Lawrence Fly, chairman of 
| the Federal Communications Com-| 
|mission, yesterday berated the 
, House committee investigating him, 
| charging that it had been “punitive 
|and irresponsible from its origin.” 
| Last Friday, Mr. Fly was an un- 
|comfortable but obdurate witness 
| before the committee, persistently 
| refusing to answer questions of its 
| counsel, Eugene L. Garey, or to de- 
liver certain documents which the 
| committee had requested. He was 
| bound, he said, by the decision of 
the Board of War Communications, 
a body which Mr. Fly heads. 
Despite the direction of the com- 
| mittee, Mr. Fly repeatedly declinec 
'to answer the questions of Mi 


Yes- 
terday, recalling the testimony and | 
the hearing, Mr. Fly said he would | 
be pleased to return as a witness, | 
provided he were allowed to give! 
fair and complete testimony, imply- | 
ing that he doubted if he would _ 


allowed to. 


Last Friday, Rep. Eugene Cox, | 
chairman of the committee and) 
principal Fly enemy, refused to per-| 
mit the FCC chieftain to insert a 
statement in the record. “You can’t 
use this committee for a sounding | 
board,” he ruled, “you have your 
own sources for doing that.” 

As Fly began to explain why 
BWC did not want to deliver confi- 
dential documents, the Georgia 
Congressman snapped, “We cannot 
permit you to criticize the commit- 
tee in this manner.” 

Observers were inclined to think 
Mr. Fly came off best at the hear- 
ing. Evidently Mr. Fly thought so, 
too, because he branded the com- 
mittee’s investigation a “cheap and 
irresponsible attempt to obtain pub- 
licity” at yesterday’s press confer- 
ence. 


professed himself to be 


| Garey, replying that the BWC had! shocked at the committee’s meth- 
| instructed him not to do so. 


ods, but added that “I don’t see how 
any of us could be surprised.” The 
vaiue of a Congressional investiga- 
tion is undoubted, he pointed out, 
and said that “we are ready to co- 
operate with Congress at all times.” 


Must Cooperate on Secrecy 


Asked about the orders of the 
Under Secretaries of Navy and War 


which prevented military officers | 


from testifying at the committee 
hearings, Mr. Fly said jocularly 
that other Congressional commit- 
tees are having Officers testify. 
“There must be complete coopera- 
tion in matters of secrecy, how- 
ever,” he added—an obvious refer- 
ence to the published charges of 
Mr. Garey, which made use of ma- 
terial which had been considered 
confidential by the services. 
Reporters asked Mr. Fly if he 
could recognize any of his sugges- 
tions in the President’s order which 
prevented the use of certain Official 
documents. He said he could not. 
Washington observers, however, 
feel that the emergence of the Pres- 
ident as a factor in the investigation 
tends to reinforce Mr. Fly’s posi- 
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In Philadelphia — nearly everybody reads The Bulletin 


It might take a silk hosiery sale in wartime to marshal such determined 
reader interest. We won't argue the point. Instead, we'll just mention The 
Bulletin’s circulation of over 600,000 — and say that this is the largest evening 
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ys 


‘ ‘ 
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newspaper circulation in America. And that 96% of it is in the Philadelphia 
trading area where it does advertisers (of hosiery and otherwise) the most good. 


Advertising Age, July 19, 1943 


tion. Up to now, the committee jp. 
vestigating the FCC has had a com- 
paratively free hand. Never free 
from the shadow under which ;t 
was put by the fact that its chair- 
man had a personal interest in the 
FCC, the committee has nevert!e- 
less had much of the radio indws- 
try’s confidence and support. The 
opinion of Washington sources js 
that the hottest action, the biggest 
news, has come from the comm t- 
tee. If the Cox investigation were 
all which the FCC faced, it would 
have little to worry about. 


Distribute Booklets 


In line with its current advertis- 
ing campaign promoting fresh fruits 
and vegetables, California Fruit 
Growers Exchange, Los Angeles, 
has distributed two new booklets to 
produce men and restaurants and 
fountains. 

The 16-page booklet distributed 
to produce men, “Keeping Produce 
Alive,” contains instructions for the 
proper care and handling of fruits 
and vegetables. The other booklet, 
“Citrus Fruits and Their Uses— 
Today,” includes similar informa- 
tion and offers a Sunkist buyers’ 
guide. The exchange also is dis- 
tributing a smaller pamphlet to 
cooks in the armed forces with in- 
structions for serving citrus fruits, 
recipes and other helpful hints. 


Hotel Uses Newspapers 


The Senator Hotel, Atlantic City, 
has scheduled larger space than 
usual in newspapers this year to 
announce its opening July 20, fol- 
lowing a decision by the Army air 
forces to vacate the property. Inser- 
tions will be more frequent but in 
a more restricted area due to gas 
rationing, and the theme of the 


| campaign will be, “Keep Pepped Up 


for Your War Job.” John Falkner 
Arndt & Co. is the agency. 


Sylvania Issues Catalog 


Sylvania Electric Products, Inc., 
Salem, Mass., has issued a new 
“Fixture of the Future” catalog, 
revealing the simplification, stan- 
dardization, and adaptability of the 
firm’s new line of non-metalli 
fluorescent reflectors especially de- 
signed for industry. 


Tacoma Bank 
Debits are UP 


52? 


Tacoma’'s bank debits (re- 
flecting 90% ofall business 
transactions) totaled $531,- 
412,000 for the first 5 
months of 1943—a gain of 
52.4% over the same period 
in 1942. 


In this important index, Ta- 
coma ranks SECOND in the 
state——23 % above Spokane, 
the third city. 


Lorenzen G Thompson, Inc. 
National Representatives 
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Nor the Power of the Magazine Women believe in! 


In 1942, women spent $5,431,899.13 cash to buy the Journal: 
$2,144,805.77 for subscriptions. $3,287,093.36 for single copies. 
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Wyeth Goes All 
Out in Biggest 
Consumer Campaign 


Magazines, Business 
Papers Get Bulk of 
$250,000 Ad Fund 


(Picture on Page 59) 


By W. H. WATT 


Philadelphia, July 14.—To fa- 
miliarize the American public with 
the notable achievements of pioneer 
American physicians and pharma- 
cists, John Wyeth and Brother, Inc., 
subsidiary of American Home 
Products Corporation, is pouring 
out more money in four months 
than it has spent in its entire 83- 
year history. 

The appropriation is “not an ef- 
fort to use up 25c wartime dol- 
lars,” according to D. J. Withington, 
Wyeth’s advertising manager, for 
the plan has been “in the works” 
for four years. The advertising 
department worked up all copy 
themes, layouts and contracted for 
the artwork and plates. Space 
was bought by Wyeth’s agency, 
John F. Murray Advertising 
Agency, New York. 

Wyeth’s initial effort embraces 
five full-color pages in The Atlantic 
Monthly, Fortune, Good House- 
keeping, Harpers Magazine, Hygeia, 
The New Yorker, Newsweek, Par- 
ents’ Magazine and Time, plus full 
pages in color in 10 business papers 
in the drug and hospital fields. 


Explains to Doctors 


Physicians were informed of the 
company’s institutional efforts in 
their behalf in the June 26 issue of 
the Journal of the American Med- 
ical Association and the July issue 
of Modern Medicine. Appeals in 
these four-color advertisements are 
headed: “So that every American 
family may fully appreciate the 
brilliant achievements of our coun- 
try’s medical heros...Wyeth pre- 
sents to the public an interesting, 
informative campaign based on the 
original series of oils: ‘Pioneers of 
American Medicine.’ ”’ 

For the past four years reproduc- 
tions of four specially commissioned 
Dean Cornwell paintings have been 
supplied in framed form to 63,000 
physicians by Wyeth representa- 
tives. Mr. Withington reasoned that 
these were interesting enough to 
be used as the basic theme of a 
huge consumer campaign to erase 
Wyeth’s 83-year record of anonym- 
ity. Mr. Withington spent four 
years convincing company officials 
and 300 salesmen that it was pos- 
sible to evolve an “ethical” cam- 
paign which will familiarize the 
public with the name Wyeth and yet 
avoid the stigma of commercialism 
which many of the salesmen were 
fearful that physicians would asso- 
ciate with the company’s efforts. 
Mr. Withington feels that Wyeth has 
a right to identify itself in the pub- 
lic mind with pharmacy and medi- 
cine, even though only one of the 
firm’s 600 to 700 products is sold 
over drug counters by trade name. 

The bulk of Wyeth’s quarter mil- 
lion dollar appropriation is being 
expended on space, but $30,000 goes 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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for 10,000 window displays to be} gun to contact druggists on place-| its methods of contacting physicians| lished its first issue of “The \ Produ 
placed at the discretion of Wyeth| ment of window displays. in the nation’s services. Wyeth and} Doctor.”. Under the nom de gu: presel 
salesmen in the country’s drug store| The first four Dean Cornwell|its parent company, American| of The Newmont Press, Inc., “) e messa 
windows. An additional $30,000| paintings depict landmarks in the| Home Products, claim to be reach-| War Doctor” was first addressed | tion. 
bought millions of booklets to be| progress of medical history. The | ing 30,000 such doctors each month| 5,000 surgeons whose Army i 
distributed, 50 per druggist. fifth Cornwell oil, as yet uncom-/| through a unique publishing ven-| Navy addresses were known i 

pleted, will depict an outstanding|ture named “The War Doctor.”| checked. Format was and still < Nox: 
Sell the Professions pharmacist’s achievements. Mailed free of charge via first class| 54%%x8% inches. Most issues run : 

The full pages in drug and medi- The first advertisement describes| mail to all surgeons in the armed| pages. Sum 
cal journals are only the first step| the development of the theory that| services, “The War Doctor” per- The new house organ’s style and No? 
in merchandising these two profes-| infected mosquitoes caused yellow| forms an interesting and valuable| tempo were such that physicians timor' 
sions. An elaborate full-color mail-| fever. This advertisement refers to| wartime service while building up| would value it for its newsy con- summr 
ing described the advertising plans| hangings of the Dean Cornwell oils| a postwar reserve of good will. tents and want to receive it. Each 150 n 
to 63,000 druggists during the lat-| in art galleries, medical schools and With the disruption in the normal) issue contains a coupon with which the c 
ter part of June. Each of these| medical conventions but withholds| life of these physicians, the adver-| the recipient may advise the pub- appea 
mailing pieces contained a post free| the offer of free reproductions in|tising board of American Home| lisher of any change of address, run t 
reply card with which the druggist | booklet form which are featured in| Products decided that no existing From a modest initial mailing of Ad 
might request counter displays.| the later advertisements. publication reached even a fraction | 5,000 copies, it has grown to 30,000; from 
Thirty thousand counter displays N M ine Used of these commissioned medical men | physicians in the service receive tie every 
were available but a reprint will maha =e and hence laid plans to safeguard | magazine, while others must pay $| copy 
soon be ordered, for the first week’s Inasmuch as Wyeth is engaged in| the good will their companies have} per year. Advertising space is ties 0 
mail brought in requests for 10,000| honoring the medical profession,| been years building. available to manufacturers other from 
displays and salesmen have just be-| ADVERTISING AGE was interested in In May, 1942, the company pub-| than those in the American Home hand 
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BASIC STATIONS: COLUMBIA BROADCASTING SYSTEM * G. A. RICHARDS, PR 
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products group, although the latter 
present most of the advertising 
messages in the wartime publica- 


on. 


Noxzema Begins Heavy 
Summer Campaign 


Noxzema Chemical Company, Bal- 
timore, has begun an_ extensive 
summer campaign in a list of about 
150 newspapers in 120 cities across 
the country, with initial insertions 
appearing June 28 and scheduled to 
run through August. _ 

Advertisements ranging in size 
from 340 to 150 lines will appear 
every Monday in all the papers, with 
copy playing up the emollient quali- 
ties of Noxzema in furnishing relief 
from sunburn. Ruthrauff & Ryan 


handles the account. 


Oswald Adds Four | 


Oswald Advertising Agency, 
Philadelphia, has been appointed to 
handle the accounts of Frank C. 
Snedaker & Son, special wood prod- 
ucts, Philadelphia; Weissglass Gold 
Seal Dairy, Staten Island, N. Y.;| 
Manufacturers Casualty Insurance | 
Company and Manufacturers Fire | 
Insurance Company, Philadelphia; 
and Federal Savings & Loan Asso- 
ciations, Philadelphia. 


Names Product Research 
Products Research Company, 
Stamford, Conn., has been appoint- 
ed advertising counsel for Electric 
Indicator Company, Stamford. In- 
dustrial papers will be used for 
Elinco fractional horse-power pre- 
cision electric motors and genera- 


tors. 


Private Lines 


There is increasing concern in| be ironed out, and subject to gov- 
the capital about the future dispo-{ernment approval, specifically the 
sition of the Army’s supplies. When| Treasury Department and OPA, 
the war loomed on the horizon, and | Country Distillers Products, con- 
particularly after it broke out, the| trolling “Old Jordan” and “T. W. 
Army went into civilian supplies|Samuels” brands of Kentucky 
with an eager hand. There is more | straight bourbon, will be acquired 
than a suspicion that the Army is|by American Distilling Company. 
now tapering off; that in some cases| This deal has been in the fire for 
it will return goods. The question| some time, but the countless intri- 
is how the goods will be returned.| cate problems entailed in consum- 
But marketing observers are hop-| mating the affair, the liquor situa- 
ing that the goods can be turned/tion being what it is, keeps the 
back during a period of shortage,| situation from being brought to a 


not dumped wholesale immediately | head. 
after the close of hostilities. > © 
* The rash of advertising in which 
If, as and when the wrinkles can|so many companies have _ pro- 


The Great Stations of the Great Lakes 


KMPC, BEVERLY 
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claimed their part in the develop- 
ment of radar may soon be cleared 
up. Insiders insist that the Navy 
takes a dim view of the tumultuous 
copy, proposes to put the gag on 
radar again. 
* oo cd 
Jack Trow, who for the past six 
months has been on leave of ab- 
sence from Maxon, Inc., Detroit, to 
work with the campaigns division 
of the Office of Price Administra- 
tion, will leave Aug. 1 to join the 
overseas branch of the Office of War 
Information. 


* * * 

The paper mills, which have re- 
c.uced the weight of standard grades 
of book paper under WPB order 
£120, are expecting to receive a re- 
vised order still further reducing 
the allowable weight. With a sharp- 
ly reduced output of wood pulp, 
it is obvious that the only way the 
needs of advertisers, publishers and 
the government can be met is by 
using lighter weights of paper and 
thus getting increased acreage for 
the same tonnage of pulp. Printers 
handling government work say, 
however, that specifications for offi- 
cial printing jobs do not show 
much realization that paper weights 
should be cut. 

You can lay your bets on some 
new radio legislation. The May 
10 decision, which set the Fed- 
eral Communications Commission 
squarely in the radio saddle, has 
caused some unpleasant repercus- 
sions. The opinion of Justice Frank- 
furter, in which he spoke of “con- 
trol of the burden of traffic,” has 
alarmed many Congressmen. De- 
spite the frequent protests of James 
Lawrence Fly, FCC chairman, that 
the commission doesn’t dream of 
tampering with program content, 
many legislators don’t believe it. 
The result is that new radio legis- 
lation stands the best chance of 
passage it has stood for many years. 


Bureau Issues New 
Promotion Copy 


New York, July 13.—‘The eyes of 
the nation are focused here every 
day,” headlines the Bureau of Ad- 


vertising, American Newspaper 
Publishers Association, in its latest 
promotion advertisement, issued 


recently for use by member news- 
papers throughout the U. S. and 
Canada. 

“People today want all the news, 
all the facts, all the details they 
can get—to help them understand 
the events that are reshaping the 
world—to help them do their part 
in winning the war,” declares the 
copy, carrying on the Bureau’s cam- 
paign emphasizing the public need 
for the full information which only 
newspapers provide. 

“That’s why,” the Bureau’s ad 
continues, ‘“they’re reaching so 
eagerly for their newspapers these 
days, and reading them more thor- 
oughly than ever before. This in- 
tensified interest in both the news 
and the advertisements in today’s 


newspapers, attested again and 
again by exhaustive _ scientific 
studies, is what makes today’s 


newspapers so effective a medium 
for the informative and helpful 
messages of wartime advertisers.” 


Ray Redman Appointed 

Auto City Plating Company, 
Detroit, has appointed Ray Redman 
& Associates of the same city to 
handle public and press relations. 


Onion Shin 
The “economical” name for 
2 quality thin paper, now 


serving Uncle Sam and war 
industries. 


MILLERS FALLS PAPER COMPANY 
MILLERS FALLS, MASSACHUSETTS 
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Rose Joins Carl Byoir 


Norman S. Rose, formerly adver- | 
tising manager of the Christian 
Science Monitor, has joined Carl 
Byoir & Associates, public relations 
counsel, New York. 


‘Publishers Fight 
Newsprint Rise 
of $6 Per Ton 


| New York, July 14.—Asserting 
that it would add further to their 
costs and necessitate increases in 
advertising rates, which they do not 


Named Executive 
Yasha Frank, formerly with 
D’Arcy Advertising Company, has 


been appointed executive creative | Want to put into effect at this time, | 


head of the radio department of | 8Toup of newspaper publishers 
William H. Weintraub & Co., New who attended a conference here 
York. with officials of OPA, strongly op- 
posed a request for an additional 
increase in the price of Canadian 
and U. S. newsprint of six dollars 
per ton. 

The publishers were not willing 
to concede that any price rise 
should follow the four dollar-a-ton 
| increase of last March, and argued 


Joins Duane Jones 


Warren Ambrose, formerly assist- 
ant editor for the Blue Network 
Company, New York, has joined the 
copy staff of Duane Jones Company, 
New York agency. 


| that if the ceiling price were to be 

lifted, the increase should be much 
less than six dollars, which would 
| bring the base price here to $60 per 
ton 


Both the Canadian and U. S. 
newsprint producers contended that 
their costs have gone up sharply, 
with the former pointing out that 
the reduction in their shipments to 
| this country would necessitate a 
cutback of production, also contrib- 
| uting to a cost increase. Shipments 
| have been reduced to 210,000 tons 
monthly whereas recently they had 
been as high as 240,000 tons. 

Further meetings are scheduled 
to be held in Montreal or Toronto 
between officials of the OPA and 
the Canadian Wartime Prices and 
Trade Board before a final decision 
is reached. Newsprint producers 
complained that this would mean 


another “runaround” similar to the 
one which took place for months be- 
fore the last increase was granted. 


WOOD PULP RUNNING 
SHORT; HEAVY DEFICIT 


New York, July 14.—A wood 
pulp deficit of 1,000,000 tons this 
year and an additional decline of 
as much as 40% in some regions in 
1944 as a result of the pulpwood 
shortage are forecast by the Amer- 
ican Pulp and Paper Association 
in a bulletin to members. 

The bulletin points out that last 
year United States wood pulp pro- 
duction of 10,300,000 tons was aug- 
mented by imports of 1,200,000 tons 
for a total of 11,500,000 tons, equal- 
ing consumption. This year United 
States output will total only 8,000,- 
000 tons, with imports unchanged 


<a 34 
PARATROOPERS 


Not every fine soldier is by nature fitted to be 
cool courage, and physical toughness. 

Paratroopers must have special uniforms... 
assignments. Obviously these super men who 


have to be hand picked. 


printed, typed, or written. 


INTERNATIONAL PAPER 


220 East 42nd Street @ New York, N. 


nt ae hetinach Be 


Take It with Flying Colors 


Such key performers must be painstakingly picked for special 
aptitudes: coordination, presence of mind, swiftness of action, 


much of their equip- 
ment is specially adapted to the enormous demands of their daring 


So too, Adirondack Bond is “picked for the job” because it’s a water- 
marked 100% sulphite bond paper that can take it to perfection — 


PAPERS FOR PRINTING AND CONVERTING 


a Paratrooper. 


drop from the sky 


Conran 


Y. 
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at 1,200,000 tons, bringing the to: 
to 10,000,000 tons, with estimat.q 
consumption at 11,000,000 tons. 
“From general information avai|- 
able to us,” the report continue 
“the 1944 fiber situation, because .; 
shortages in current wood produc- 
tion, will degenerate by as much a; 
40% in some regions. A drop in 
production of 3,000,000 cords ,; 
wood in 1943 below 1942 consum)- 
tion in the face of the tremendoy: 
increase in government require- 
ments is very serious. Likewise, 
comparable drop of 1,500,000 tons i» 
pulp production in the face of the 
existing situation is calamitous.” 


CANADA SHIPMENTS 

EXCEED PRODUCTION 
Montreal, July 13.—Shipments of 
newsprint from Canadian mills las: 
month exceeded production for the 
fifth successive month, the News 
print Association of Canada re- 
ported this week, with a total of 
268,990 tons, up 6.2% over June of 
a year ago. 

Canadian production in June 
amounted to 257,845 tons, and was 
also 6.2% above the same month of 
a year ago. Shipments exceeded 
production by 11,145 tons, with a 
corresponding reduction in stocks 
held by Canadian manufacturers. 

Shipments represented 72.7% of 
1942 capacity, compared with 69.6% 
in May. Shipments to Canadian 
users decreased 3.1%, while those 
to United States consumers were up 
12% and to overseas users up 
122.6%, according to the associa- 
tion’s monthly report. 

Production last month was at the 
rate of 69.6% of capacity, compared 
with 68.6% in May and 65.6% a 
year ago. 


Marketers Elect Cawl 


Franklin R. Cawl, Farm Journal 
and Farmer’s Wife, has been elected 
president of the Philadelphia chap- 
ter of the American Marketing As- 
sociation. Other officers are: vice- 
presidents, Lawrence C. Lockley, 
E. I. duPont de Nemours & Co., and 
Roland G. E. Ullman, the Roland 
G. E. Ullman Organization; sec- 
retary, William F. Buehl, McGraw- 
Hill Publishing Company; and 
treasurer, Irving W. Wilder, Henry 
Disston & Sons. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


SPOT SALES, INC. 


York - Chicago - San Francisco 
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How Grandmother got to 


“§AguEN you come home on furlough, people are al- 
Wi... asking you how the war’s going, when 
you think we’re apt to win, and all that. 

“Well, I guess they’re just asking to be polite, 
because I’ve found the folks at home generally 
know more about the all-over picture of the war 
than most of us who’ve been overseas. 

“Certainly that’s true in my family. They all 
read LIFE from stem to stern, and study all those 
military maps and charts and models. Why, even 
my grandmother—and she'll be 73 next month— 
had the whole Solomons scrap down cold. 

“Knowing I was stationed out there, she really 
studied every LIVE article on Guadalcanal. And 


when I came home she started telling me some side- 


lights about the Battles of Grassy Knoll and Ma- 
tanikau River that I'd never heard, even though 


I was right at Henderson Field all the time. 


“LIFE certainly does pack a lot of information, 
about the war and everything else. You can bet I 
missed seeing LIFE on the island, and I picked it 
up again as soon as I was sent to Australia. Not 
so much to follow the war and world news, but to 
see its stories on America—movies, politics, pretty 


gals, science, crazy stunts—well, the works.” 


23,000,000 Buy or Borrow 


It is staggering to try to imagine 23,000,000 people 
reading a magazine every week. Yet that’s how many 


buy or borrow their way into LIFE, 


Guadalcanal 


Why do people go for it so eagerly? 


There are lots of reasons, but certainly two of the 
foremost are these: (1) LIFE treats almost every 
type of subject under the sun, gives its readers a 
sweeping panorama of events and people. (2) LIFE’s 
picture-and-story reporting gives readers informa- 


tion in a remarkably clear and stimulating way. 
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Big Gains Shown 
in Ad Volume in 
Latin America 


U. S. Companies to 
Spend $6,000,000 in 
'43, Survey Reveals 


Washington, D.C., July 14.—Man- 
ufacturers in the United States are 
spending far more on export adver- 
tising this year than was antici- 
pated in an earlier survey, accord- 
ing to Corrie Cloyes, publications 
unit, Bureau of Foreign and Domes- 
tic Commerce, writing in the cur- 
rent issue of Foreign Commerce 
Weekly. 

Space to be used in Latin-Amer- 
ican newspapers and magazines by 
these manufacturers during 1943 
will amount to $6,000,000, a 40.2% 
increase over January estimates 
when a tentative analysis was made 
of a survey conducted jointly by 
the Office of the Coordinator of In- 
ter-American Affairs and field offices 
of the Department of Commerce. 

“And while publishers in the re- 
publics to the south of us are en- 
joying this additional revenue,” 
Cloyes says, “the international mag- 
azines and trade journals published 
in this country and distributed in 
the other Americas are chalking up 
impressive advertising gains. In 
fact, United States manufacturers 
have appropriated about $2,500,000 
for 1943. Compared with the Jan- 
uary estimates, these two classes of 
publications will receive 174.7% 
more advertising than was antici- 
pated.” 

Many Join Ranks 


The Foreign Commerce Weekly 
writer, quoting figures of Harold L. 
Elterich, in charge of advertising, 
OCIAA, points out that the number 
of manufacturers has also surpassed 
expectations. About 450 are con- 
ducting campaigns in the Latin- 
American press; about 650 in lo- 
cally printed foreign trade journals 
and in such international magazines 
as La Hacienda and the Spanish 
and Portuguese editions of Reader’s 
Digest, Americano Exportadora, Au- 
tomovile Americano, El Farmaceu- 
tica, etc. 

Of particular significance, he 
continues, is the fact that most of 


production, are keeping their brand 
names and their products and their 
companies fresh in the memories of 
our ‘good neighbors’ to the south 
of us.” 


Use Dual Appeal 


Companies still making essential 
civilian goods and able to fill a por- 
tion of the demand are using “the 
dual appeal of merchandising and 
good will copy.” 

Manufacturers who can no longer 
send representatives to act as liai- 
son agents between them and their 
Latin-American markets are using 
advertising as the only present-day 
method of maintaining contact and 
are “taking full advantage of this 
medium,” he adds. 

Cited as proof of this is the 
brochure recently published by the 
Association of International Pub- 


lishers Representatives, whose 
members in New York represent 
Latin-American publishers. Favor- 
able effect of the institutional ad- 
vertising is attested to in statements 
by Latin-American publishers. The 
association also has prepared a 
folder listing Latin-American pub- 
lications maintaining offices in New 
York. Advertisers interested in the 
Latin-American market also may 
obtain extensive publication data 
from the Machinery-Metals Export 
Club, 330 W. 42nd St., Cloyes ad- 
vises. 


Names Horton-Noyes 


Hampshire Paper Company, 
Holyoke, Mass., stationery maker, 
has appointed Horton-Noyes Com- 
pany, Providence, R. I., as advertis- 
ing counsel. 


Pebeco Will Add 
Magazines in Its 
Fall Campaign 


New York, July 13.—For the first 
time in more than ten years, Lehn 
& Fink, beginning this fall, will use 
space in magazines as part of an 
expanded advertising campaign for 
Pebeco tooth powder, resulting from 
greatly increased sales over last 
year. Newspaper advertisements 
are currently appearing in 134 
papers in more than 100 cities. 

Featuring Pebeco Pete, copy will 
call attention to the superior quali- 
ties of the tooth powder and savings 
gained by purchasing the large bar- 
gain package. The list includes 
Collier’s, Good Housekeeping, Look, 
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Macfadden and Screenland group. 
Modern Magazines and The Sc;:- 
urday Evening Post. Lennen 
Mitchell is the agency. 


Boosts Advertising Rates 


American Metal Market, dai! 
newspaper of the steel and met.) 
industries, New York, has an- 
nounced an increase of 20 to 25% 
its advertising rates, effective July 
1. The increase affects all new busi 
ness, but does not apply to curren; 
advertisers until January 1, 1944. 


Copley Agency Moves 

Copley Advertising Agency ha; 
moved its offices to the 4th flo 
of the Kidder Peabody building, 105 
Newbury St., Boston. Rex DeLan 
has joined the agency. 


the advertising money is being 
spent largely by manufacturers who 
have nothing to sell to consumers | 
during wartime. Straight institu- | 
tional copy comprises the majority | 
of the messages. 
“These advertisers are persist- 
ently reminding their old-time and | 
potential customers in the Ameri- 
can republics of reasons why they 
cannot supply their products until | 
victory is won,” Cloyes adds. | 
“Many are constantly waging an 
educational campaign on how to 
preserve those products now in use| 
so that they will function for the | 
duration and until new products | 
can be exported. Others are in-| 
triguing the imaginations of their 
readers with descriptions of better | 
goods to come after the peace. 
“But most important from the 
standpoint of preserving private | 
enterprise, these manufacturers, | 
now working to capacity on war | 


| LEW CHILDRE . 


in person 
| Available for participat- 


| ing or exclusive spon- 
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Campaign Book 
Calls Absenteeism 
‘Rall and Chain’ 


ew York, July 13.—Alluding to 
absenteeism as “a ball and chain” 
on our war machine, a new cam- 
paign folder released ‘by the 
war Advertising Council by 
cooperation with the Office of War 
Information, outlines how advertis- 
ing can be used to aid in solving 
one of the most serious of all threats 
to the nation’s war production ma- 
chine—job absences. 

The campaign guide points out 
that an information program can 
help stamp out this evil when or- 


Commission has developed a six- 
point program to cope with the 
absenteeism problem, encompassing 
the cooperation of management, 
labor and community leaders. 

Among the four objectives which 
the booklet sets down for advertis- 
ing dealing with the absenteeism 
theme are: to make clear the com- 
plex causes of absenteeism; to sub- 
stitute intelligent understanding for 
thoughtless emotion; to dramatize 
the importance of every job directly 
or indirectly connected with the 
war; and to point out sympatheti- 
cally how individuals, groups and 
communities can help to cut down 
job absences. 

Advertising suggestions range 
from sample insert layouts for 
inclusion in product copy, to com- 


ety he 


zines. The official campaign symbol 
is an hour glass with the slogan, 
“Every Minute Counts.” A section 
of the folder is also devoted to the 
use of printed promotion and direct 
mail in reducing absenteeism. 


Opens Chicago Office 

British Broadcasting Corporation 
has opened a Chicago office at 430 
N. Michigan Ave., with William 
Newton, who has headed news and 
special events in BBC’s New York 
office, in charge. 


Andrews Joins ANPA 
Maxwell I. Andrews, for the past 
13 years with the John Budd Com- 
pany, has joined the sales depart- 
ment of the Bureau of Advertis- 


Start Building 
Plans Now, New 
Campaign Urges 


Cleveland, July 14.—A practical 
program which will help clear the 
decks for postwar building activi- 
ties was set forth last week by the 
Detroit Steel Products Company, 
maker of Fenestra windows, doors, 
metal siding, and other building 
products, in a new advertising cam- 
paign. 

The company, now converted 
100% to war work, recognizes that 
considerable planning must precede 
any building operation, and _ it 
recommends that the planning be 


ganized in conjunction with reme-| plete institutional insertions suitable | ing, American Newspaper Publish-| done now. 


dial action. The War Manpower|for use in newspapers or maga-|ers Association, New York. 


With decisions made, 
widespread construction can start 


ON THE HOME FRONT... 


You've heard about a “friend in need being a 
friend indeed!” Well these days it’s really more 
truth than poetry where housekeeping’s concerned. 
And here’s how one great women’s magazine is 
coming through in answer to that old saw! 


For 58 years the women of America have looked to 
their good friend Good Housekeeping for help 
in raising their families, raising their standard of 
living. They've depended on Good Housekeeping 
to keep their vision, as well as their budgets, “all 
clear” . . . to bring good sense and sunshine to 
every duty around the house from watering the 
wisteria to washing the windows. 


Good Housekeeping has consistently tried to make 
itself perfectly clear on all the good, sound well- 
investigated helps that women vitally need . . - in 
peace or war, in pinches or plenty . . . from “how 
to care for a baby” (back in the early 1900's when 
infant mortality was so distressingly high) to 
“do your meals cost more than you can afford?” 
(May °43). 


And now in this year of 1943 that need is more 
vital still. A thousand and one new problems cry 
for answers . . . questions of buying, rationing, 
conserving, canning, repairing, baby - raising. 
Today there's a greater need of “good sense and 
sunshine” in the home than ever before. And 
that’s where Good Housekeeping is coming in. 


Thanks to its great technical staff and scientific 
aboratories, Good Housekeeping is able to carry 
mn this vital fact-finding service more efficiently 
han ever. In February it increased its food service 


section to 12 pages every issue . . . these pages in- 
clude many new kitchen-proven menus and ration- 
wise recipes . . . scores of time-saving, money- 
saving ideas for meal planning . . . many timely 
food-buying pointers and sound advice on nutri- 
tion. Facts that reflect the special skills, knowledge 
and work of the home economists, nutritionists, 
and bio-chemists in the kitchens and laboratories 
of the Good Housekeeping Institute and Bureau. 
All this in addition to maintaining its high stand- 
ards of good fiction and interesting articles. 


That’s why today the Good Housekeeping 
Guaranty Seal is a sign to be looked for, asked for 
and bought by . . . more than ever before. That's 
why wise manufacturers now in particular are 
anxious to have their products represented when- 
ever space permits in the fact-packed, help-packed 
pages of Good Housekeeping Magazine. 


60% MORE LINES OF EDITORIAL 
SERVICE MATERIAL —LLOYD HALL 


Wh 


AVERAGE 
OTHER THREE 
SERVICE MAGAZINES 


HOUSEKEEPING 


Kaun OR REFUND OF Pm 
* Guaranteed by @ 
Good Housekeeping 
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CHEST A SUGGESTS Fe | 


The headline of this advertisement in 

Newsweek will be repeated throughout 

a series of ads in that publication and 

business papers by Detroit Steel Prod- 

ucts Co. The company, converted 100% 

to war work, urges planning now for 
postwar construction. 


directly after victory is won, thus 
putting men to work without delay, 
it points out. 

Theme of the new campaign is, 
“start an architect on a plan now.” 
Architects are available for such 
work and can render a better job 
if given ample time, the company 
insists. 

First copy in the new Fenestra 
campaign appeared in Newsweek of 
July 5. Publications to be used 
during the remainder of the year, in 
addition to Newsweek, include busi- 
ness papers in the school, hospital 
and construction fields. The adver- 
tising program will be merchan- 
dised to architects through spreads 
each month in Architectural Forum 
and New Pencil Points. 

The potential role of the building 
industry as America’s No. 1 indus- 
try is brought out in the advertise- 
ments. This giant field will employ 
a large part of the postwar millions 
and will be a vital factor in postwar 
prosperity, the copy contends. And 
it can swing into action quickly if 
plans are laid now. 

The opening advertising, answer- 
ing the question of what can be 
done about plans now, has this to 
say: “Call the need for planning 
now, to your school and hospital 
boards, for example, and to your 
local and state planning and gov- 
erning bodies. Urge them to use 
available facilities of architects, 
engineers, contractors, builders, 
realtors, etc., for forward planning 
now.” 

The Fenestra campaign is handled 
by Fuller & Smith & Ross, Cleve- 
land. 


Ayer Resigns Penn Mutual 


N. W. Ayer & Son, Philadelphia, 
has resigned the account of Penn 
Mutual Life Insurance Company, 
Philadelphia. Company officials said 
appointment of a new agency is still 
in the “no decision” stage. 


Appoints Jones Frankel 


Plastics Corporation of America, 
Indianapolis, specializing in manu- 
facture, research, engineering and 
sales of plastics, has appointed 
Jones Frankel Company, Chicago, 
to handle its advertising. 


On 
SUNDAY 


BUFFALO 
sits 

on its fanny 

and reads the 


COURIER 
| EXPRESS 


Buffalo's only Sunday paper 
—well read for years back— 
| gets a terrific reading today. 
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Briefs from Buck 


To the Editor: Here’s something 
a little different in advertising 
which you are at liberty to repro- 
duce for the information of your 
readers. 

The “Paid Advertisement” of W. 
G. Buchanan was published in the 
June 24 issue of the Union County 
Advocate of Morganfield, Ky., where 
our sales manager, W. H. Pollard, 
has farm interests, and it was 
through his courtesy that this ad 
was referred to me. 

At present writing we have not 
learned whether there was any se- 
quel to the story or not. 

Lee Ap RICHMOND, 

Sales Promotion Manager, Perk- 


ins Products Company, Chi- 
cago. 
vvy, 
What's the Use? 
To the Editor: Flash—Sky “Tell- 


All” Hopper fails to tell all in ad 
July 5 AA, pages 16 and 17. No sal- 
ary mentioned. Tsk, tsk—and after 
your build-up, too. 
JOHN T. McLEAN, 
General Advertising Depart- 
ment, Westinghouse Electric & 
Mfg. Co., Pittsburgh. 
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Conscience Salver 


To the Editor: “Fred Lackens 
says a coordinator is a fellow who 
can bring organized chaos out of 
regimented confusion.” — “Rough 
Proofs” item. 

About nine months ago that re- 
mark was used by a Jewish Rabbi 
in Washington in an address to the 
Washington Rotary Club, and it was 
reprinted from coast to coast like- 
wise from hell to breakfast, at the 
time. Grabbing gags from other 
folks is hardly sinful any more. If 
it were there wouldn’t be a single 
radio comedian on the air. But 
Reader’s Digest printed what they 
said was Carl Sandburg’s tribute to 
Colin Kelly, and when I found sev- 
eral of Emerson’s most famous lines 
in it—without quotes—I decided 
they’d taken the fences down. May- 
be they’ve all been reading Kip- 
ling’s prologue to his “Seven Seas,” 
in which he says: “When ’Omer 
tuned ’is bloomin’ lyre, ’eed ’erd men 
sing by land an’ sea, an’ what ’e 
thought ’e might require, ’e went 
an’ took—the same as me.” Sorta 
salves my conscience for my own 
frequent purloinings. 

JacK C. DIONNE, 

President, The Gulf Coast Lum- 

berman, Houston. 
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Outside Police Power 


Vital for Ads, He Says 

To the Editor: I wish I might in- 
vite you to lunch so that I could 
hear myself explain to you why I 
dislike some of the defense-of-ad- 
vertising theories expressed in your 
otherwise excellent editorial ‘“Pre- 
judging FTC Complaints.” As you 
are too far away for conversation, 
I will put my thoughts in writing 
so that I can read the carbon copy, 
pull out my thumb and tell myself 
what a smart boy am I. 

In other words, the prime pur- 
pose of the verbiage that follows is 
to hear myself talk; consequently, 
if I don’t pull my punches don’t let 
it bother you. 

Why is it “discouraging to find 
such an outstanding beneficiary of 
advertising as Reader’s Digest cam- 
paigning to build up public resent- 
ment against advertisers and adver- 
tised products”? Since when have 
journalists—even advertising jour- 
nalists—advocated shackling edi- 
torial matter and stifling editorial 
opinion in deference to advertising? 

This inference, which is the only 
possible interpretation of your 
“discouragement,” substantiates the 
cries of those critics who claim 
that there can be no free press so 
long as it is dependent upon the sale 
of space. 

Reader’s Digest may be right or 
wrong in its current crusade, but it 
is not wrong because of its position 
as a direct or indirect “beneficiary 
of advertising.” The theory that the 
press is obligated to advertising 
must be rejected if advertising is to 
become invulnerable to attack as an 
anti-social force 

It would also be well for adver- 
tising men to abandon the type of 
thinking illustrated by your sugges- 
tion that Reader’s Digest be guided 
“by a consideration of actual dam- 
age to consumers through exagger- 


_BUCK'S BRIEF 


After working 21 hours a day for 18 months, I feel sufficiently rested 
up to write a few briefs. I've had hundreds of requests to do so, but owing 
to the nature of what I may have to say, it will probably be necessary for 
me to run them as paid advertisements. ‘Phe object of these briefs is for 
two purposes: To make you think, to make you laugh. 


Now your first laugh is from the fact that I have an A-Grade restau- 
rant and “off limits” with the soldiers. The County Board of Health has 
no axes to grind they play no favorites they do not get promoted and 
their pay raised every time they try to ruin gpmenne's business. 


So now it is my time to have « say. The soldiers have always been 
welcome in my place—they know that, so inasmuch as they are barred 
trom my place, it must stay that way as long as Mr. Gunn and Mr. Cohn 
and Mr. Paruka are the inspectors for the Army, as I can't get fair play 
Besides it's always necessary to disinfect after they leave, as there is us- 
ually an odor that would even offset that of a skunk or polecat 


Now here is my final. The soldiers are off at your request, so you 
have no further business inspecting. Now in case do come, you be 


damn sure you make peace with the Lord first and bring an ambulance. 
You, gentlemen, think this over 


W. G. BUCHANAN 


“We Feed The People” 


With a “paid advertisement” in the Un- 

ion County Advocate, Morganfield, Ky., 

W. G. Buchanan, restaurant owner, airs 

his views on Army inspectors who have 

ruled his establishment "off limits" with 
the soldiers. 


ations such as those found in cig- 
aret advertising.” 

By what right can advertising as- 
sume the prerogative of determin- 
ing what constitutes “actual dam- 
age to consumers?” By what auda- 
cious logic can advertising decide 
that such damage has or has not 
been done? 

And, if advertising cannot decide 
these questions (because of disqual- 
ification as an interested party), 
advertising cannot license innocent 
exaggeration without inviting mis- 
representation and fraud. Once a 
concession is made to inaccuracy, 
no demarcation can be set. A step- 
by-step, precedent - on - precedent 
momentum begins that cannot be 
halted. 

That is the consequence of the 
suggestion you make; the implica- 
tion is worse. 

When you condone exaggerations 
in advertising which do no “actual 
damage to consumers,” you imply 
that advertising is a buffoon— 
harmless, but not to be believed. 

It is tantamount to saying, “Good 
themes are hard to conceive; good 
copy difficult to write. Consequently 
if the boys blab at times; if their 
two billion dollar annual spree is 
occasionally hyperbolic—forget it. 
So long as advertising remains in- 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


nocuous, there is nothing to criti- | 


cize. Advertising will never hurt 
you, but don’t take it seriously.” 

This is no distortion of your 
thesis. The fact remains that if in- 
nocent exaggerations are permis- 
sible, advertising becomes a harm- 
less spinner of yarns—the prodigi- 
ous Munchausen of the printed 
word! 

And, if it were generally known 
that advertising men have no 
qualms about putting into print 
falsities which, in their opinion, do 
no “actual damage to consumers,” 
there could be no confidence in ad- 
vertising. Only idlers would read 
it; only fools would respond. 

Do not misconstrue these remarks 
as a sales talk for ethics in adver- 
tising. On the contrary, the only 


| purpose of advertising is to improve 


the business of the advertiser—di- 


rectly or indirectly, present or fu-| 


ture. If this objective can 


be | 


attained only by disregard of ethics, | 


and if it is certain that such disre- 
gard will achieve the result, then 
to hell with ethics. 


The point being made is that ad-| 


vertising should be divorced of ex- 
aggerations and misleading innuen- 
does not for the sake of ethics but 
for the sake of profits. Advertising, 
to be effective, must be believed. To 
be believed it must be above sus- 
picion. To be above suspicion it 
must considered sincere and 
honest. 

Unfortunately, advertising cannot 
control itself. As an employe and 
the mouthpiece of business, adver- 
tising can be no better or worse 
than the companies that pay for it 
On a voluntary basis, there will be 
unscrupulous advertising so long as 


be 


there are unscrupulous business 
men 

Consequently, outside police 
power is needed—not only to pro- 


tect consumers, but also to protect 
advertising from loss of consumer 
confidence. The media have neither 
the time nor the philanthropic in- 
clination to make more than a su- 
perficial contribution 

Hence, the FTC. 


And whether 


you like it or not, it is the only ad- 
vertising “affiliate” that can cause 
the potential buyer to confidently 
state, “It must be true or they 
wouldn’t dare print it.” 
ARTHUR E. NAck, 
Advertising Manager, Doehler 
Metal Furniture Company, New 
York. 


a Me 


View from the Islands 


To the Editor: “Bott”—Pvt. John 
Bottomley, ex-dispatch department, 
Roche, Williams & Cunnyngham, 
sends the enclosed cartoon from 
somewhere in the Hawaiian Islands 
where he is furthering the cause of 
Democracy with a pick and shovel. 
He writes “Life here is like Gersh- 
win’s ‘Summertime’—the livin’ is 
easy—but you could give a guy a 
job in a harem and tell him he 
couldn’t qvuit—and he would not 
like it.” 

J. W. BoTToMLey, 

Chicago Wholesale Market 

Council, Chicago. 
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Bond Copy Wins Favor 


* To the Editor: The enclosed war 
bond ad proof that appeared in the 
Columbus newspapers has caused 


much favorable comment. So many 
industrial plants requested copies 
for posting on their bulletin boards 
that it was necessary for us to make 
a quantity of reprints for distribu- 
tion. 

The comment was generally based 
on the manner in which the with- 
holding tax was explained so as to 
point out that the new tax law is 
not a higher tax and should not cut 
down bond purchases. 

This ad is part of a well-planned 
promotional program to sell war 
bonds in Franklin County. One 
hundred and fifty-four leading lo- 
cal firms have contributed toward 
financing this promotion based on 
the number of employes in each 
firm. The Advertising Club of Co- 
lumbus supervises the promotion, 
using newspaper, radio, outdoor, 
car cards and direct mail. Byer & 
Bowman Advertising Agency is the 
volunteer agency in charge of pre- 
paring and placing the campaign. 

The promotion is to run for the 
duration. Its success can be judged 
by the fact that during the 2nd War 
Loan the $48,000,000 quota for 
Franklin County was oversub- 
scribed to the extent of more than 
$65,000,000. Mats of this ad are 
available at cost from the Colum- 
bus Advertising Club for use in 
other cities conducting war bond 
promotions. 


PauL AHERN KELLY, 
Publicity Chairman, Franklin 
County War Finance Commit- 
tee, Columbus, O. 


Advertising Age, July 19, 19: 


BOND PROMOTER 


TAX IS! 


This newspaper copy, which appeared in 
Columbus, O., newspapers, is part of 
war bond promotion campaign in Frank- 


lin County. The Advertising Club of 

Columbus is supervising the promotion, 

and Byer & Bowman is the volunteer 

agency preparing and placing the copy. 

In addition to newspapers, radio, out- 

door, car cards and = mail are being 
used. 


37% LOWER 


sell in. 


937% MORE VALUE 


EN years ago, Free Press circula- 
tion was 183,412. Now, 354,310 
families read the Free Press each 
morning, or 93° more than in 1933 
(almost twice as many). Ten years 


ago the per page cost of reaching a 


than six tenths of a cent. 


COST 


Free Press family was a little less 


In 1943, 


the per page cost per family reached 
is less than four tenths of a cent... 
an actual decrease of 37%. Re- 
member . . . Free Press circulation is 
up 93% over 1933... the cost of 
reaching a Free Press family is down 
37%. Here'sgood advertising 
value, plus one of the world's most 


active, fastest growing markets to 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 
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RECREATION IN FAIRMOUNT PA 


nd recreation facies 

a wy es famous pak en 
rs ; . jimits attracted 2.2 ee 
a et ts and 1,579,974 specta 
rege 1. An idea of the ame 
sed of the activities May be gain 
natu 


from the following table: 


participants spectators 
ge 0) 
—_ 930 «4.00 
950 see 
Archery 2 Aas 
Bodketball 12 814,181 
Basketball 186,975 
Basebal 163,655 
icyclins . =0),000 
Biting, CANOE, outboards 95,990 50.0 
rowing regattas 50) 
Bocce 
Scouts— ene 3,324 
Bo ants and outings 90.000 
= checkers & chess — 13,500 Foe 
out moration exercises a 9.000 
Comme 1,780 
i 1725 -';; 
Cricket 72 4.300 
Croquet 3.7 50 
Cross country runs 4.254 
Day camp 3 298, 
Faster egg hunts (°) 25,300 
Fishing . P wie ped 95.000 
Fly castin & touch 2. 
_ tackle ng 
Football, 122 
Girl Scouts, day camp 119, 318 
100,21- 
Golf k riding - > =00 
a pitching, quoits ing 
ors’ 38.2 
Ice skating 1,000 ; 
“see flying , ) = 00) tine 
ite A airplane ayes 2,000 S at el! 
Model boating 9500 ye 
Motion pictures 


Vi 


: 69.000 5 950 fe 
Music: Danciné fs 


. 53.900 
Dell concerts 3S 0 
Civic symphony 730 
Band conce s 


it 
UTOPIA FOR ANTS 
rt ™ §.000 
Drum & bugle corp! 125 300 
Open ait theater 


“ ” and 
Picnics, doge 


nd food adverti 
; OO vertlsers 
40 000 “tg 

narshmallow en r 
Playground, Sr ane E 

-s »xcursions, : : ' a. : ° 

ine. Oe. plays, oom 991,775 = 4VERYTHING is significant... Atthe moment, Imagine all the women interested and 

Jubs, story telim as ; : : ‘ 

Te aaa sleighing 32.00 1,800 we are dented by the data on doings in energetic enough to pack all the provender 
Skiing, § . --' 49% 135,04 . i % 
Soccer | 77,625 18° Fairmount Park (left above). for 680,000 picnickers! 
Softball _— e ° : 
Swimming & wading «9,627 «2,900 Fairmount, so you'll know, is the largest 

100 

Tennis ~ J 1 9 500 , 

‘rack and fiek ra 95.000 
Volleyball . "500 
Water carnivals 150 
Wheeling 


, Then—imagine all the stuff you could 
city park in the U.S., rolls over 3,840 acres sell if you get your advertising into The 
landscaped strictly for fun, draws a gate of 
more than 4,000,000 folks a year. 


Inquirer and let it do a job! . Imagine! 
Four million is an impressive figure. In 
size, it is symptomatic of something. As a 
statistical base, it out-gallops Gallup. Any way They must be the younger women, with 
you look, it tells things about Philadelphians. 

For instance, if you make bocce balls, 


enough style interest. to earn The Inquirer 
the lead ‘with specialty shops! 

pass Philly. No future in it. Only 500 players 

per annum in Fairmount. 


These women readers of The Inquirer are 
energetic, too; they wrote 229,000 letters to 


The Inquirer last year, to find what’s what. 


They must be good spenders, to put The 


Inquirer first among department stores, in 


Easter’s egg hunt isn’t a good premium  1942—and again in 1943! 


for radio programs either, only 525 hunters. 


Aw» they’re all yours to sell, in the 
B.: if Fairmount’s top activity doesn’t newspaper that makes the most sales with 
get a gasp out of you, your reflexes must women in Philadelphia. 
be out of order. Regard: “Picnics, ‘doggie’ 


and marshmallow roasts—680,000.” 
Ponder on 680,000 picnickers . . . 


Rationing may pi the picnic menu, trim 


the table d’hote temporarily. But nine wars 
Imagine all the loaves of bread, laid end 


—one lasting seven years—never lessened 


Philadelphia’s fondness for food. Ad vertising 
to end before buttering; the heaps of ham 


now should make them hungry for your line 
and hot dogs; the cans, cartons and bottles; — when groceries are again openly arrived at 
the mountains of mustard and mayonnaise! 


. . . Investigate Inquirer opportunity now! 


Che Philadelphia Inquirer 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis ; Keene Fitzpatrick, San Francisco 
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4A’s Releases 
New Marketing 


Facts Volume 


New York, July 14.—Latest fig- 
ures on population, number of oc- 
cupied dwelling units, income tax 
returns, audited newspaper circula- 
tions, linage, retail rates and gen- 
eral rates are included in Volume 
12-A of Market and Newspaper 
Statistics which has just been re- 
leased by the American Association 
of Advertising Agencies. 

The new volume also contains 
the differential between retail and 
general rates and an analysis of 
those sections of ABC audit reporis 
which deal with circulation induce- 
ments. Market and Newspaper 


Statistics is compiled under the di- 
rection of the Four A’s committee 
on newspapers, of which H. H. 
Kynett of Aitkin-Kynett Com- 
pany, Philadelphia, is chairman, 
and Lester M. Malitz of Warwick 
& Legler, New York, vice-chairman. 

These studies are designed to help 
space buyers determine the size and 
character of markets as indicated 
by population, occupied dwelling 
units and income tax returns, as 
well as figuring the cost of reach- 
ing these markets with newspapers, 
including comparison between mar- 
kets. They also aim to compute the 
differential between retail and gen- 
eral rates and the amount of circu- 
lation connected with inducements. 

The cities included in Volume 
12-A are: 

Albany, Allentown, Atlanta, Bal- 
timore, Binghampton, Bridgeport, 


Buffalo, Camden, Canton, Chatta- 
nooga, Davenport, Denver, Duluth, 
Elizabeth, Erie. 

Fall River, Flint, Fort Wayne, 
Hamilton (Canada), Harrisburg, 
Hempstead Town (New York), Ho- 
boken, Indianapolis, Jamaica (New 
York City), Jersey City. 


Issues Ratio Table 


Lancaster, Long Island City 
(New York City), Louisville, Min- 
neapolis, Moline-Rock Island, Mon- 
treal (Canada), Nashville, New 
Orleans, New York, Newark, Nor- 
folk, Oklahoma City, Passaic, 
Paterson, Peoria, Phoenix, Phila- 
delphia, Portland (Maine). 

Richmond, Sacramento, St. Louis, 
St. Paul, San Diego, San Francisco, 
Shreveport, Syracuse, Toledo, To- 
ronto (Canada), Troy, Tulsa. 

Union City, Vancouver (Canada), 


Washington, Waterbury, Wilkes- 
Barre, Wilmington, Winston-Salem, 
Worcester, Youngstown. 

In addition, the committee has is- 
sued tables showing the ratios of 
income tax returns for 1941 to pop- 
ulation and occupied dwelling 
units for several hundred cities. 


CBS Adds Two Stations 

Two Kentucky stations, WHOP, 
Hopkinsville, and WPAD, Paducah, 
have become affiliated with CBS as 
a special basic supplementary sta- 
tions. 


Appoints Lewin Agency 

Eisler Engineering Company, 
Newark, N. J., has appointed A. W. 
Lewin Company to direct its adver- 
vo a Business papers will be 
used. 


THE EXECUTIVE WHO STOPS 


Knows that “10% for War Bonds tsn’t enough these 


Workers’ Living Costs going up... and 
Income and Victory Tax now deducted 
at source for thousands of workers. . . 
Check! You're perfectly right . . . but 
all these burdens are more than balanced 
by much higher FAMILY INCOMES for 


most of your workers! 


Millions of new workers have entered 
the picture. Millions of women who 
never worked before. Millions of others 
who never began to earn what they are 


getting today! 


This space is a contribution to 
America's all-out wor effort by 


ADVERTISING AGE 


A 10% Pay-Roll Allotment for War 
Bonds from the wages of the family 
bread-winner is one thing—a 10% Pay- 
Roll Allotment from each of several workers 
in the same family is quite another matter! 
Why, in many such cases, it could well 
be jacked up to 30%—50% or even more 
of the family’s new money! 


That's why the Treasury Department 
now urges you to revise your War Bond 
thinking—and your War Bond se//ing—on 
the basis of family incomes. The current 


é 


TO THINK... 


Satie 


days” 


War Bond campaign is built around the 
family unit—and labor-management sales 
programs should be revised accordingly. 


For details get in touch with your local 
War Savings Staff which will supply you 
with all necessary material for the proper 
presentation of the new plan. 


Last year's bonds got us started—shis 
year's bonds are to win! So let's all raise 
our sights, and get going. If we all pull 
together, we'll put it over with a bang! 


you've done your bit 
...now do your best! 


a a a a a a a | 


Advertising Age, July 19, 1943 


BRITISH WARNINGS 


RUBBER 
MEANS 
MEN’S 
LIVES! 


CA 


SUBMIT TYRES 
FOR REPLACEMENT 


at seon as they are smooth 


—_—_-—. 
) ar Sa | 


Treat all tyres with great co. — 
salvage all rubber unspars., 


== DUNLOP 
i=: 


Here are typical advertisements of the 

British Ministry of Supply and a private 

manufacturer supporting the campaign 
to save vital rubber supplies. 


British Continue 
Appeals for Tire 


Care, Repairs 


London, July 1.— The British 
Ministry of Supply has set aside a 
$144,000 fund to continue advertis- 
ing appeals for careful driving of 
trucks and reconditioning of worn 
tires. 

The Ministry has spent approxi- 
mately $275,000 on this wartime 
campaign since July, 1942, when 
production officials warned that the 
situation had become serious. 
Newspapers were used in the initial 
stage of the conservation drive, but 
in recent months the Ministry has 
swung its campaign over to busi- 
ness papers read by drivers and op- 
erators of commercial cars. 

The Ministry’s efforts are being 
backed in newspapers and business 
publications by Dunlop tires, whose 
advertising repeats these two main 
admonitions; “Rubber means men’s 
lives” and “Treat all tires with 
great care—salvage all rubber un- 
sparingly.” Each piece of copy 
gives practical suggestions to driv- 
ers, such as “Underinflation of 
tires wastes rubber. So does over- 
loading” and “Tire care is doubly 
necessary on warm dry roads.” 


Compton ‘Has 7 American 
Home Products Accounts 


Compton Advertising, New York, 
has been appointed agency for a 
group of American Home Products 
subsidiaries whose products are ad- 
vertised exclusively to the medical 
profession. 

They are John Wyeth & Brother, 
Philadelphia; Petrolagar Labora- 
tories, Chicago; Bovinine Company, 
Chicago; Ayerst, McKenna & Har- 
rison, Ltd., Montreal and New York; 
Reichel Laboratories, Pennsylvania; 
S. M. A. Corporation, Chicago; and 
International Vitamin Corporation, 
New York. 


POSTER STAMPS 


... PROFITABLE 


..» PATRIOTIC 
..-»- POPULAR 


PROFITABLE, provides inexpensiv 
media for keeping your Trad 
Marks, Slogans and Brand Names 


alive. 


PATRIOTIC, New appeals throug) 


the use of such popular patriotic 
themes as Combat Insignia; Civil: 
ian Defense; Airplane, Naval, an¢ 
other Military or War Motifs. 
POPULAR, with millions of familie 
and with more than 1,000,000 people 
who are Poster Stamp Collectors 
WRITE TODAY for complimenter’ 
copies of 3 completely informat:v 
booklets; (a) The Growth and Mode" 
Application of the Poster Stamp; > 
Glossary of Information on Pos‘e 
Stamps; and (c) Case Histories of Pos: 
terStamp usesand ‘‘What Happenec 


MID-STATES 


2515S. DAMEN AVE., CHICAGO, ILL 
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a chicken coop 


in New York City! 


Yes, and vegetable gardens in the back yards of the nation. Millions of American women have 


donned their dungarees to gather in the eggs, radishes, beans and potatoes from their own back yards. 


Today the alert-minded American woman is more than a homemaker. She’s a home front fighter. 


She’s a victory gardener . an air raid warden...a nurse’s aide .. . an airplane spotter. 


That’s one reason why so many women all over the country are irresistibly drawn each week to 

The New York Times Magazine. Its thorough illumination of the activities on the home front 
engrosses and informs them, directs their interest into channels of usefulness. Edited with a sharp 
awareness of what the intelligent woman wants to know, this news-picture-home magazine covers, too, 
the fighting front, the food front, the fashion front, and the myriad other news fronts that 


today are women’s concern. 


And that’s why The New York Times Magazine is important to any advertising schedule designed to 
attract women. For the women who read it as part of the Sunday Times comprise one of the 


most attractive and responsive audiences in the country. You'll find it good business to get the facts. 


The New Pork Cimes Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO 800,000 HOMES EVERY SUNDAY 
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‘Collier's’ Ad 
Carries Editorial 
on Advertising 


New York, July 14.—Using large 
space newspaper advertisements 
timed to appear the same day the 
magazine reaches newsstands, Col- 
lier’s deviated from its policy of 
playing up featured stories and arti- 
cles by reproducing the editorial 
page from today’s issue, carrying as 
a head the Biblical quotation “I) 
will advertise thee what this people 
shall do...” (Numbers 24:14.) 

In simple, matter-of-fact termin- 
ology, the editorial championed the 
cause and hoisted the banner of ad- 
vertising, citing the high American 
standard of living and the mighty 
industrial machine of America as a 
direct.gesult of advertising, despite 
the ct that in Washington there 
are people who think that advertis- 
ing is just an extra and wholly un- 
necessary expense added to the cost 
of living. 

The editorial raises such ques- 
tions as “What made millions of us 
ransack our homes and yards and 
collect millions of pounds of alum- 
inum and iron and copper for the 
government? What stimulated us 
on a particular day to start assem- 
bling the piles of old metal that be- 
came mountains of salvage? What 
induced millions of us to buy war 
bonds on a particular day? Who 
gave us the words and the urge to 
write our names down on pieces of 
paper at a set time and place? 


“Answers Are Obvious” 


“The answers are obvious enough,” 
the editorial says. “Advertising was 
the tool our government used. Ad- 
vertising is the tool of our Allies 
and our enemies also. In London 
and in Moscow, as well as in Wash- 
ington, in the dictator countries as 
well as among the democracies, ad- 
vertising is the mechanism through 
which governments seek to bring 
about unity of action.” 

The entire editorial, paragraph 
after paragraph, is germane to the 
subject of advertising, with the fol- 
lowing significant excerpts: 

“We and all other peoples have 
made fresh and important discov- 
eries about advertising during these 
years of total war. 

“To advertise is to make gener- 
ally known. 

“Already, informed statesmen rec- 
ognize in advertising one of the 
great forces through which millions 
and tens of millions of people can 
be persuaded to act in unity for a 
common end. 


Is “Art of Persuasion” 


“Essentially advertising is the art 
of persuasion. Persuasion is the 
oldest and still the most valuable of 
all the weapons of statesmen. 

“Advertising has not always kept 
such good company. When Barntim 
was creating sacred white elephants 
with a can of paint, advertising had 
some of the character of a trollop. 

“There are still people in Wash- 
ington who think nothing, including 
advertising, has changed. 

“Advertising created the active 
desires that made possible national 
markets. Without advertising, our 
productive capacity would be only a 
small fraction of what it is today. 

“Good men and bad men have 
advertised. Sound products and 
shoddy products have been brought 
to the attention of people. The busi- 
nesses that grew through advertis- 


SHES MAES, 


3 


I can nel 
you get the 
message you 
want to get 
Goross-AUROSS 


My type drawings depict- 
ing your thoughts tell a 
message terrifically. I'll 
send you samples,if you're 


serious. Ld 


Halter KOCH 
ree Barns, Stormville N.Y 


aT oe 
a a 


ing, however, produced honest com- 
modities. 

“Anything widely known has to 
be good if it is to survive. 
amount of advertising will persuade 
people to accept a poor product or 
a wrong idea. 

“Not even all business men have 
understood the meaning of the ad- 
vertising force they were using. 
Some of the consumer spokesmen 
have been hostile, thinking that if 
advertising were eliminated, the 
cost of a toothbrush or a motorcar 
or a life insurance policy would be 
so much less. 

“There was never a more mis- 
chievous fallacy since Aesop wrote 
his fables. Cut out advertising and 
you have severed the spinal column 
of the national markets—the source 
and motive force of America’s pro- 
ductive energies. 


“Make no mistake, 
has arrived in this war. 
“Perhaps the only force that can 


advertising 


No | lift us above our petty, separate in- 
|terests is national advertising. It 
|has the power, if anything has, to 


persuade us to work together, to 
forget our conflicting interests for 
|the wartime and to strive for the 
common safety of us all. 

“That’s a job for any man. We 
will do it and, in large part, through 
advertising. We are learning some 
new things in this war and one of 
them is a clearer understanding of 
the nature of advertising.” 

Placed by Arthur Kudner, Inc., 
the advertisement appeared in 
1500-line space in the New York 
Times and Herald Tribune, Wash- 
ington Star, Chicago Daily News, 
Detroit News, Los Angeles Times 


and San Francisco Chronicle. 


Imperial Glass 
Boosts Magazine 


Schedule for Fall 


Bellaire, O., July 14.—To promote 
its lines of glass tableware, Im- 
perial Glass Corporation has sched- 
uled a total of 15 advertisements in 
eight national magazines this fall 
and has offered dealers a broad 
store merchandising program in- 
cluding newspaper mats, counter 
cards, identification easels and pick- 
up folders. 

Larger space than _ previously 
will be used by the company in 
Better Homes & Gardens, the au- 
tumn issue of Bride’s Magazine, the 
Fall Guide for the Bride, Gourmet, 
House & Garden, House Beautiful, 


Advertising Age, July 19, 1942 


Ladies’ Home Journal and Sunse; 
Magazine. 

Photographs used in the new 
series will continue the company’. 
policy of showing its glassware 
items in actual service, and bot) 
art work and copy will be held t, 
a minimum. New counter cards 
feature the Candlewick and Cape 
Cod patterns. 

In the face of present marke; 
conditions, according to D. Milton 
Gutman, president of Imperia!'< 
agency, Gutman Advertising Com- 
pany, Wheeling, W. Va., the com- 
pany could just “barge along,” fo,- 
getting progressive advertising and 
merchandising for the time being. 
Instead, the company intends i, 
build for the future by creating 
“strong demand, customer pleasure 
and pride in ownership of Imperia! 
products.” 


ee 


Editorial 


“By adopting the essence of the editorial for- 


mula ... it has been possible to give adver- 


tisements a quotability, a believability, a power 
to initiate feeling, thought and action, which 


previously had been reserved for editorials and 


editorial features alone.” 
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New York Dailies 
Drop ‘Restricted’ 
from Resort Copy 


New York, July 14.—An advertis- 
ing subject which a year ago was as 
hot aS a cannon has been quietly 
handled by the New York newspa- 
pers with asbestos gloves, so 
quietly, in fact, that the radar ears 
of the advertising press felt no 
vibrations. 

The subject: the use of the word 
“restricted” in resort advertising. 

Long a source of irritation to 
various groups, the topic was made 
the subject of a vigorous campaign 
a year ago by PM, New York eve- 
ning newspaper, which charged 
racial discrimination and demanded 


—_ 


that the letter of the state law for- 
bidding discrimination in any place 
of public accommodation be ob- 


served. Day after day PM repro- 
duced advertisements from the 
various other New York papers 


carrying the word, and urged read- 
ers to write letters of protest. 
Names of responsible executives 
were named and they were ex- 
horted to get in step with democ- 
racy. Unperturbed outwardly but 
inwardly seething, the dailies con- 
tinued their accustomed practice ot 
years. 

But in February of this year 
something new was added. District 
Attorney Frank S. Hogan of New 
York County directed a letter to the 
publishers of all the New York 
dailies citing Section 40 of the state 
Civil Rights Law, which, shorn of 
legal verbiage, states that all per- 


sons regardless of race, nationality, 
color or creed must be granted the 
full and equal accommodations, ad- 
vantages, facilities 
of any places of public accommoda- 
tion or resort. Specifically held 
liable is any person who, directly 
or indirectly, shall publish, circu- 
late, issue, display, post, or mail 
any written or printed communica- 
tion to the effect that any accom- 
modation shall be refused on ac- 
count of race, creed or color. 


Word Dropped from Copy 


Mr. Hogan made it clear, in a 
nice way, that if any case involv- 
ing discrimination was brought in 
the county, he would name the 
newspapers as parties to the suit. 

As a result the word “restricted” 
dropped quietly out of the resort 
advertisements. PM, it is under- 


and privileges | 


stood, agreed not to publicize its | 
victory. To date, no mention of the} 
action has been printed. 

As a result, numerous protests | 
have been received by the dailies 
from all around the racial circle. 
To get around the _ ban, 
phrases are appearing in 
copy, such as 
and “Catholic 
churches nearby.” 


resort 


and Protestant 


The net results, according to lo-| 
cal classified managers who do not} 


wish to be quoted, is irritation and 
confusion. 


Adds Valley Line | 


McIntosh Paper Company, Chi- 
cago, has added to its line the prod- 
ucts of Valley Paper Company, 
Holyoke, Mass., manufacturer of 
rag papers. 


new | 


“Kosher cuisine,” | 


HAVE ANOTHER CUP 


f : 
NEED VIGOR 
| FOR YOUR JOB 


Advertising 


Wartime Voice of Leadership 


N THE Mipst of war-bred doubt and 

uncertainty—and conflicting thoughts 
and feelings—there recently appeared 
newspaper advertisements by the United 
States Rubber Company,General Motors, 
Eastern Air Lines and Chevrolet. 


Because these advertisements had a 
believability and quotability beyond all 
precedent, they crystallized America’s 
thinking and spurred to patriotic action. 
To describe their effectiveness a new 
term was coined: “Editorial Adver- 
tising.” 


This new force in wartime adver- 
tising is built upon a new conception of 
industry’s obligations and influence in 
the American scene. It is the application 
of straight thinking to the larger issues 
of national welfare which concern both 
manufacturer and consumer. Its potency 
is in its truth, simplicity and sincerity, 
whether the message be factual or 
inspirational. 


In such advertisements as “I Want 
to Preach a Sermon” the public heard 
overtones of Valley Forge, and felt the 
pulse beat of America. In straight-from- 
the-shoulder advertisements on _ the 
critical rubber, war production and 
transportation situation, the public found 
ungarnished facts and practical sugges- 
tions. Thousands of letters and tele- 


grams, scores of newspaper editorials— 
yes, even sermons from the pulpit— 
commented on these advertisements in 
grateful acknowledgment. 


“Editorial Advertising” strikes the 
right note—with overtones. It is building 
a reservoir of good-will for the United 
States Rubber Company, General 
Motors, Eastern Air Lines, Chevrolet 
and other national institutions. It is, so 
far, the most convincing note in war- 
time advertising—fulfilling the peculiar 
needs of unusual times. 


Advertising—like industry—has faced 
the necessity of “conversion” for war. 
And as in the case of industrial pro- 
duction we can look to those who have 
proved best able to adapt their methods 
to the new requirements, to take a 
corresponding leadership in “re-con- 
version” to the post-war tasks of mer- 
chandising and sales. 


What the United States Rubber Com- 
pany discovered about the public interest 
in “Editorial Advertising” is told in a 
booklet recently issued by the Bureau 
of Advertising, American Newspaper 
Publishers Association. We shall be glad 
to send you a copy. 
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The Friendly Drink ... from Good Neighbors 


& tavanoe vee rem 
BUY UNITED STATES WAR BONDS AND SAVINGS STAMPS j 


With improved shipping conditions per- 
mitting better imports of coffee, fol- 
lowed by President Roosevelt's hint that 
this item may soon be taken off the 
ration list, Pan American Coffee Bureau, 
in cooperation with the National Coffee 
Association, has launched a national ad- 
vertising campaign designed to inform 
the trade and consumers about the 
availability of coffee. Copy such as 
above is currently appearing in 184 
newspapers in 142 cities, and will be 
augmented by radio, national magazines, 
business papers and point-of-sale pro- 
motion. J. M. Mathes, New York, is 
the agency. 


Clarkin Elected 
Vice-President 
of Pepsi-Cola 


New York, July 14.—John P. 
Clarkin, sales manager of the 
Pepsi-Cola Company, has_ been 
elected vice-president in charge of 
sales by the board of directors, 
|Walter S. Mack Jr., Pepsi-Cola 
| president has announced. 
| Mr. Clarkin has been with the 
| carbonated beverage industry for 
more than 14 years, and was for 
| six years manager of national ac- 
| counts for the Westinghouse Elec- 
| tric & Mfg. Company. 
| Before joining Pepsi-Cola Com- 
| pany in 1940, Mr. Clarkin was gen- 
|eral manager of one of the largest 
soft drink plants in the East. 


Named Ad Manager 


Vivian Lloyd-Jones has been ap- 
| pointed advertising manager of 
| Ogilvie Sisters, New York, maker 
| of hair and scalp preparations. 


Gerety to Ayer 


Frances Gerety has joined the 
copy department of N. W. Ayer & 
Son. Miss Gerety was formerly witn 


Sydnie Nathan Advertising Agency, 
Wilmington, Del. 
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“WFDF Flint Michigan shore is 
powerful, Hezekiah, but I cain't 
nary a one o them 1000 
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Oklahoma Issues 
Vital Statistics 
on All Retailers 


Oklahoma City, July 13.—An un- 
usual vital statistics service on re- 
tail business in Oklahoma, includ- 
ing statistics on the number of new 
businesses born, business deaths 
and changes in ownership, is being 
rendered here by the state tax com- 
mission, with publication of a de- 
tailed monthly list, for all types of 
retail business. 

The June report, just issued, 
shows that retail deaths in Okla- 
homa continued to exceed births, 
deaths totaling 647 and births 241, 
while there were 51 reports of 
changes in ownership. 

“Rationing difficulties may be 
read into the demise of 111 groc- 
eries and markets, in contrast to 27 
new firms,” says the report. “On 
the other hand 157 restaurants and 


cafes opened for business as against 
68 closing. The ratio of deaths to 
births, by major business group- | 
ings, is as follows: food, 297 to 113; | 
apparel, 12 to 2; general merchan- | 
dise, 80 to 33; furniture, fixtures 
and equipment, 18 to 3; motor 
vehicle, 96 to 19; lumber and ma- 
terials, 18 to 3; services, 64 to 29; 
public utilities and transportation, 8 
to 7; miscellaneous, 54 to 32. 

“A preponderance of business | 


deaths over new enterprises in any 
business classification does not 
necessarily signify that the line of 
business is unprofitable,” the re- 
port continues. “Even in lines 
known to be prospering as the re- 
sult of wartime conditions, such as 
beauty shops, hotels, theaters, de- 
partment stores, drug stores, and 
jewelry stores, an excess of deaths 
over births was reported in June. 
Difficulty of securing employes may 
be one of an infinite variety of fac- 
tors producing this result. There is 
a rapid turnover in retail enter- 
prises even in peacetime as poorly 
managed firms drop out and new 
ones replace them.” 

Based on tax returns, there were 
23,688 “businesses” in the state in 
May of this year, compared with 
25,508 a year ago, a decrease of 
7.1%, but tax returns from these 
businesses showed an increase, dur- 
ing the same period, of 22.6%. 

In the food group, returns 
dropped from 8,431 to 17,727, or 
8.4% during the one-year period, 
but sales tax collections increased 
22.9%. In the apparel group re- 
turns fell from 759 to 736, off 3%, 
but receipts climbed 51.8%. In the 
general merchandise group returns 
general merchandise group, returns 
loss, but sales went up 23.8%. 
Among furniture, fixture and 
equipment businesses, returns fell 
from 672 to 651, down 3.1%, while 
tax receipts climbed 18.1%. 

In the motor vehicle group, re- 


turns fell 17.9%, from 4,091 to 3,359, 
but tax receipts nevertheless 
climbed 31.6% over May of last 
year. Motor vehicle dealers’ tax 
receipts were up 25.2%, filling sta- 
tions’ receipts were up 39.7%, and 
only garages and auto repair shops, 
showed a decline in_ receipts, 
amounting to 14.1%. 


Emerson Radio Planning 
National Ad Campaign 


Supplementing a recent report to 
its dealers and distributors con- 
tained in brochure form, Ben 
Abrams, president, Emerson Radio 
& Phonograph Corporation, New 
York, stated that the company is 
now planning a national advertising 
campaigin in all media. 

The campaign will be geared to 
further the war effort, in addition 
to keeping alive the company’s 
name and its peacetime products. 
A radio program is being contem- 
plated as part of the campaign 
which will include full-color pages 
in national magazines and a list of 
newspapers. William H. Weintraub 
Company, New York, handles the 
account. 


Anker to Ralph Jones 


Mason Anker, formerly copy 
chief of the Chicago office of Sher- 
man K. Ellis & Co., has been ap- 
pdinted copy director of Ralph H. 
Jones Company, Cincinnati. 


‘Science and 
Mechanics’ Uses 
2242-Pound Paper 


Chicago, July 14.—The summer 
issue of Science and Mechanics, 
which has just gone on the news- 
stands, is printed on 22%-lb. paper, 
a reduction from the 50-pound 
stock formerly employed. Due to a 
reorganization last year, when some 
issues were missed, V. D. Anger- 
man, publisher, explained that it 
was necessary to cut the weight of 
the paper radically to keep within 
the allotted supply. 

The paper used is comparable to 
the stock regularly employed in 
printing mail-order catalogs. It is 
a ground wood product, with suffi- 
cient sulphite added to give 
strength. It has good opacity, and 
takes halftones with good results. 

Bermingham & Prosser, the paper 
house supplying the stock, reported 
that an increasing demand for 
lightweight papers is in evidence. 
While there is a premium on re- 
duced weight, due to higher pro- 
duction costs, this is offset by other 
economies. 


Consolidated Names FC&B 


Consolidated Steel Corporation, 
Los Angeles, has appointed the Los 
Angeles office of Foote, Cone & 
Belding to handle its advertising. 


MISSION ACCOMPLISHED... 


Womans 


She’s hitting her objective “on the nose”. . . doing her tough assign- 
ment bravely and well. Daily she plays her manless role as the 
arbiter of the home front’s wartime destiny. 


Beset by rationing and shortages . . . steering a sure course between 
high prices and black markets, today’s American home-maker comes 
through safely because she is trained. 


Her well-thumbed manual for the advice she needs is, as always, 
the woman’s magazine. Today millions of women are reading the 


Companion more searchingly than ever . . . finding it timely 


and indispensable. 


WAACS. 


ompanion 
Ps 


rationing. 


TIMELY...TOPICAL... 


TRENCHANT... 
that’s the August Companion! 


Match this for timeliness if you 
can!...a Reader-Reporter poll on 
..astory on the four stars 
of “For Whom the Bell Tolls,” and 
how they were selected ... third of 
the series about amazing new ideas 
for equipping post-war homes... 
how to manage baby’s arrival at 
home...how to grow chickens in 
the garden...rules for cooking 
those fresh vegetables... how to 
take a workout with a hoe and stay 
good-looking ... the story of a fash- 
ion designer now working the mid- 
night shift in a plane factory... 
how one woman made life easier 
for her husband on the night shift 
...an interview with the Congress- 
woman whose bill created the 
..and many other up-to- 
the-minute stories, articles and 
service features, all focussed on the 
needs of now! That’s Companion 
editorial enterprise at work... giv- 
ing to the woman who runs the 
home front a true perspective on 
her meaning and mission in to- 
day’s world. 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


UNDERSTANDING WOMEN 
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‘Quickie Quizzes’ 
Are Successtul: 
to Be Extended 


Baltimore, Md., July 14.—Follow- 
ing up what it considers a high|y 
successful test employing newspape; 
copy and spot radio, Cloverdale 
Spring Company planned this week 
to extend to neighboring states 
series of “Quickie Quizzes” promoi- 
ing its line of soft drinks. 

The newspaper series includes ° 
column by 50 line advertisemen:, 
appearing daily in the same spot i» 
the paper. A bespectacled educa- 


Cloverdale 


QUICKIE Quiz 


How long is a piece of 
string? (answen wecow * 


And no matter how long vour thirst 
may be, you'll kill it—bat quick— 
with Cloverdale Special, the different 
lemon and limes soft drink. Top. 
for flavor and refreshment. Low in 
price—12 o2. bottle, 5 cents. 


Cloverdale mm. 


PALE ORY GIMGER Ar 
SOFT DRINKS oer wun 
Maer 
HARRISBURG, Pa. CLUB S008 
eam 


7. 
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tor, fashioned from a Cloverdale 
bottle, asks such questions as “Who 
killed Cain?” The answer is in in- 
verted type at the bottom, in this 
case: “‘We’ll bet you’re wrong. Cain 
killed Abel!” Brief copy emphasizes 
the merits of Cloverdale soft drinks. 

Radio announcements, small win- 


dow posters and counter cards also 


were used in the test and sales were 


| stepped up considerably, according 
| to company officials. 


Richard A. Foley Advertising 
Agency, Philadelphia, handles the 
account. 


Elected Secretary 
of Addison Vars 


H. Earl Close 
has been elected 
secretary of Ad- 
dison Vars, Inc., 
Buffalo. He 
joined the 
agency’s copy 
staff in 1928, and 
has been head 
of the production 
department since 
1930 and a mem- 
ber of the board 
of directors for 
the past three 
years. 

Before joining 
Vars, Mr. Close was sales manager 
of the Gagnier Corporation, De- 
troit, and conducted his own direct 
mail advertising business. 


Maughmer Promoted 


G. F. Maughmer, former manager 
of the Phoenix office, General Elec- 
tric Company, has been named as- 
sistant to the manager of General 
Electric’s Pacific district, with 
headquarters in San Francisco. 


H. Earl Close 


Winston-Salem 
Postal Receipts 
Jump 25% In Year! 


—Uncle Sam's post office did a 
bang-up business during the year 
ending June 30—receipts amount- 
ing to $639,505.3|—up 25%, over 
the preceding year—which “ain't 
hay" as a statistic depicting busi- 
ness activity. 


—But that's not unusual for this 
metropolitan market . . . comprising 
109,833 busy folks . . . working at 


good pay ... well able to buy the 
things you sell. 


—You, too, can find good business 
hunting here by cultivating this mar- 
ket through the columns of the 


Journal and Sentinel 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 
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Many media lose circulation or some degree 
of effectiveness during the summer months. 
But not Transitads. For both ridership and 
readership are UP. Which assures full cir- 
culation —- full effectiveness — full striking 
power, all summer long. 


Strong striking power right where you want it, 
too — focused on active industrial markets 
with huge buying power reserves. Full ad- 
vertising coverage concentrated on indus- 
trial workers who have such large shares of 
spendable income. 


‘Today the people who have the most money 
to spend are those who do the most riding 
on transit vehicles. That includes a lot of 
women, too. Women have always been the 
“buyers.” They are the riders—in a far 
greater percentage than ever before. 


With Transitads you reach them as they ride to 
work, and to market. No other medium 
covers this moving market as closely or as 
efficiently as Transitads — the medium that 
has no “summer slump.” 


transit advertisers 
get a place in the sun 


ALL SUMMER LONG 


Vaitomat MHANSITADS Pec 


as 


An NTI representative will be glad to give 
you complete information on how you can 
cover any of the 41 Major Markets, and 
what it will cost. He will tell you what you 
can get for any given amount of money you 
have to spend. You'll be interested in how 
Transitads can be tailored to meet your 
requirements, now. 


Start a test campaign — one that can be extended 
and enlarged later, if results warrant it. 
Start it whenever you wish (no rigid clos- 
ing dates); wherever you wish (we can 
offer you a large part of the national urban 
market.) 


There has always been a lot of business to 
be had in the summer months — now you 
can get your share of it, with Transitads — 
the medium that doesn’t slip into summer 
slump. 
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For full particulars, write, telegraph or 
telephone any National Transitads office. 


sk - 
©) CHICAGO: 400 N. MICHIGAN AVE + NEW YORK : 366 MADISON AVE. [iii 
- stones — heli le tal Te oe 
PHILADELPHIA BALTIMORE WASHINGTON DES MOINES KANSAS CITY ee - 
LOUISVILLE PITTSBURGH NORFOLK DALLAS HOUSTON MEMPHIS ‘ia 
RICHMOND ATLANTA YOUNGSTOWN AKRON SYRACUSE ROCHESTER BUFFALO 7 
Soy 
4 . oo le ; 
ae f ‘ TAL vee Ney 


¥ © - Xe a = eS ee aa ¥ 
‘ * - “Ye fe Ra care +8 oe ai x wae 
Bees a9 ¥ oh 
, fig ag 
_ 
J 
J a 
P Bose 
AZ . 
. i ‘ y- 
he Oe ane fae. a 
— 7.) |. #3}: iar 
os : hee - ~ “ SS Lets 
——— Savy 
is, ci Ws PE ONT NGS 045 \ i 
= ei a f° % 
Kia 1 : - ‘ \, : 
"ag i. \, ‘ isa 
5 F * ii = a 
‘ 4 , ‘ yi . % ( “ 7 
5 oy 4 4 % % i ee Pave Wels 
My > oN % A # Be? Be 
B7 AB x : % | »* ae “ai Ries 
gf - : b) \ ys er 
ope hte Ww ‘ "% 1 a. 
i 7. Fe 4 % ¥ y eres: 
} ; . ee t. al “Ss 7 
' %S » + . 
: ‘ v4 x Pak 
‘ . 4 1% an ae EE 
*, % Oia ee 
\ 4 +. pr 
% 6 4 en 
i j « & ee 
} Pa \ i : 
*~, %, % 4 & 3 ‘ 
7 “4 
., bh ‘ Ss “ 
%, * A 4 . 
%, t, * %. . 
: % . § « : 
~. <p, en & * > 
* \ } s%, 
“* . 
Se % 4 a 
oN “ s 2 
*e % ” ¥ 
+.  E % 
7, . % % 
¥ + 
> . 
* 4 ae 
% ; a 
- b 
7 nie 
* 
ee ne@, ai " x ae tt 
fie ae si) ees 
+ 0g : ; 
POS TE ge : 
SOA 7.5 5. 488 ‘é — 
vig eer ne Pr, >- | — . 3 
Pe : ; az 
ere — ant + 3 
i ‘ ae 
, ip é - 
f ae A a 
ar Goa - — 
Sees % ¥ 
& Ss ¢ Pe, - 
eae i + 7 4 
' is Pd 
a 
Beery 
a! 
Be er 
% a i. 
ee er 
s é - # ey - 7 
5 a Fo Syme tas " 
, ce = ae 
‘i - - 
4 1 
ge 5 he , 
5 ig bes 
fe } - ‘oa “Sa 
‘ a 5 <i : 4 
- ~ Bs: ; ¥ : 
Ee ‘ - 
é = ‘3 — j id 
ZZ ‘4 “A ; al ; 
a es . ‘ain * Zz 8 
ne i j 4 oe 
34 Bhige a a 
A bes. 
m dis, 5 a he cere 


30 


Iowa Company 
Gets Go-ahead on 
Soybean Plants 


Cedar Rapids, Ia. July 14.— 
The Honeymead Products Com- 
pany announced this week that it 
will construct new soybean process- 
ing plants at Spencer, Ia., and 
Worthington, Minn. Priorities have 
been granted by the War Produc- 
tion Board and construction has 
been started at both new sites. 

The company is the only firm in 
the United States which has been 
given the go-ahead by WPB to 
build this type of soybean process- 
ing plant, D. O. Andreas, executive 
officer of the company, said. The 
new plants will process about 2,000 
bushels of beans per day and in a 
single year will process an esti- 
mated $3,000,000 worth of soybeans, 
Mr. Andreas said. The Cedar Rap- 
ids plant is now processing about 
3,500 bushels per day. 

The new plants will serve feed 
users in their areas and the meal 
saved at Cedar Rapids will go into 


the production of soybean flour 
used in ground meat, dehydrated 
soups, macaroni, pancake flour and 
other food items. 


Glenn National Manager 


of Charlotte News 


J. H. Glenn has joined the adver- 
tising department of the News, 
Charlotte, N. C., as national adver- 
tising manager, replacing W. E. 
Jordan, who has moved to his farm 
near Gettysburg, Pa. Mr. Glenn 
was employed in the South by the 
Proctor & Gamble Distributing 
Company for eight and a half 
years, his latest position being sales 
supervisor of West Virginia and 
Kentucky. 


Wiley Heads F&S&R 
Board; Andrew Promoted 


John E. Wiley, vice-president and 
manager of the New York office of 
Fuller & Smith & Ross, has been 
named chairman of the board, and 
Edwin L. Andrew, vice-president, 
has been appointed executive vice- 
president and manager of the com- 
pany’s Cleveland office. 


Lhe Damed 
“Cvangeline County - 
IS IN WWL-LAND! 


and so are 10,000,000 customers from five different states! 


ants certainly do! 


dials. 


“NEW ORLEANS 


EVANGELINE AND GABRIEL, Long- 
fellow’s immortal lovers, never got a 
chance to hear WWL, but their descend- 


5 TIMES as strong as any station for 
hundreds of miles, WWL’s 50,000 watts 
simply dominate Deep South radio 
If you want to sell this prosper- 
ous slice of America, you want— 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 


a 


‘Business Week’ 
Asks Quick Action 
on ‘44 Space Needs 


New York, July 14.— Indicative 
of the fact that national magazines 
expect a further cut in their paper 
supplies, and no diminution of 
orders for advertising space in the 
predictable future, is a letter which 
Paul Montgomery, manager of 
Business Week, has sent to adver- 
tisers. 

Pointing out that publishers can- 
not know what to tell advertisers 
who have contracts on file and are 
waiting for available space, or new 
advertisers who may want to use 
space next year, until they know 
what present advertisers intend to 
do about renewing their schedules, 
Mr. Montgomery says current Busi- 
ness Week advertisers could help 
tremendously if they “could make 
up their programs unusually early 
this year and then advise us 
promptly when these programs are 
approved.” 

Recognizing that this is not 
always possible, Business Week re- 
quests those whose contracts run on 
a calendar year basis to supply 
“frank declarations of intent,” 
which need say no more than: 


“Preliminary discussions indicate 
that we will want to renew our 
schedule in Business Week, extend- 
ing it ahead through 1944 on the 
same basis as this year.” By the 
same token, Mr. Montgomery says, 
the publication “would like to have 
the bad news now if we are going 
to get it later anyhow.” 

Declaring that it now seems 
likely that a second cut in maga- 
zine paper will be made effective 
Oct. 1, or at least before the end of 
the year, and that Business Week 
can handle this additional cut if it 
does not exceed 10%, the publica- 
tion says “we cannot, at this stage, 
encourage increases in either the 
size or frequency of schedules 
which current active advertisers are 
running with us. However, if any 
advertiser feels his schedule is in- 
adequate, we will be glad to be so 
advised but would like to keep such 
advices separate from renewal con- 
tracts so they can be considered 
after we know what space will be 
available. 

“Advertisers who have canceled 
or suspended schedules at some 
point during the current year will 
have to be considered as new ad- 
vertisers in discussions affecting 
space for 1944. Space they for- 
merly used has already been allo- 
cated to other companies.” 


Greenfield Agency Moves 


Greenfield Advertisng Agency 
has moved to new quarters at 1440 
Broadway, New York. 
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Gischel Heads 


New Jersey Marketers 


C. E. Gischel, advertising mana- 
ger Walter Kidde & Co., New Yor; 
has been elected president of {h¢ 
Industrial Marketers of New Jor. 
sey, chapter of the National Indys- 
trial Advertisers Association. Othe; 
officers are: vice-president, Edwarq 
J. Pechin, advertising manager, F. 
I. du Pont de Nemours, plastics de 
partment, Arlington, N. J.; vice. 
presidents, Alfred S. Otton, Robins 
Conveying Belt, Passaic, N. J.; ang 
Sidney H. Webster, Eclipse Avia- 
tion Corporation, Bendix, N. J.; sec. 
retary, Edward J. Allen Jr., adver. 
tising manager, Titeflex Metal Hose 
Company, Newark; and treasurer, 
E. Tompson, advertising manager. 
Burndy Engineering Corporation, 
New York. 


Names Brand & Brand 


Brand & Brand, Los Angeles, 
has been appointed advertising rep- 
resentatives for Bryan Davis Pub- 
lishing Company, New York, pub- 
lishers of Communications and 
Service. 


Names Hirshon-Garfield 


Lektrolite Corporation, New York, 
manufacturer of lighters and lighter 
fluid, has appointed Hirshon-Gar- 
field, New York, to direct its ad- 
vertising. Plans for a national ad- 
vertising campaign to begin in the 
fall are being formulated. 
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Change to Retail 
Advertising Seen 


New York, July 14.—A change in 
retail advertising which would elim- 
inate unnecessary comparative 

rices, overstatement and the use 
of the customer’s dollar to do a lot 
of unnecessary marketing, was fore- 
cast by Saul Cohn, president of City 
Stores Mercantile Company, who 
addressed a luncheon gathering at 
the fall merchandising clinic of the 
Millinery Merchandising Executives 
Association at the Hotel Waldorf- 
Astoria yesterday. 

The publicity dollar will be used 
more sanely, Mr. Cohn declared, and 
more informative selling will de- 
velop. The need for keeping con- 
sumer goods industries alive and 
maintaining the flow of products to 
the people in order to expedite a 
quick reconversion of industry at 
war’s end was stressed by Mr. Cohn. 

He remarked that when the Tru- 
man committee makes its report in 
September on military inventories 
it will be “amazing.” Declaring that 
the country has been allowed only 
“the dregs of the production ma- 
chinery,” Mr. Cohn cited the need 
for a “champion of the civilian econ- 
omy” who would not make promis- 
cuous demands but who would see 
that wastefulness is eliminated and 
who would supervise vigilantly the 
procurement of goods so that the 
civilian economy obtained that to 
which it was entitled. 


Fort Worth Shows Population Gains 


Arno H, Johnson, director of media and research, J. Walter 
Thompson Company, whose analysis of population trends in 
metropolitan markets appearing in the July 12 ApvERTISING AGE, 
has created much interest, reports that through misinterpreting 
the preliminary 1943 ration book figure as covering the entire 


county, figures for Fort Worth, 


Tex., were incorrectly given in 


the table on Page 38. The correct figures for Fort Worth 
(Tarrant County) are as follows: 
1940 census (April 1), 225,521; 1942 government estimate of 
civilian population (May 1), 234,759; 1943 ration book No. 2 
registrations (March 1), 262,565. Indicated increase in civilian 
population, 1943 vs. 1942, 11.8%; 1943 vs. 1940, 16.4%; indicated 
increase in civilian population (numbers) 1943 vs. 1942, 27,806; 


1943 vs. 1940, 37,044. 


The correct figures for Fort Worth appear in a reprint on heavy 
stock, suitable for desk or wall use, which is available at 25c each, 
or 15c each in quantities of 10 or more. Address orders to Editor, 
Apvertisine Ace, 100 E. Ohio St., Chicago. 


Franklin Lamb, president of the 
Printasign Corporation of America, 
warned retailers against a frantic 
recourse to self-service, emphasiz- 
ing that “self-service which is the 
mistaken impression of ‘self-selec- 
tion’ has become a dangerous epi- 
demic rather than a cure for the 
wartime problem of retailing.” 
Nothing would be more effective in 
driving trade away from stores, he 
added. 

Mr. Lamb asserted that numerous 
predictions of sharp sales declines 
have been entirely wrong, and it 
was his opinion, based on the fore- 
casts of many important retailers, 


that “civilian commodities will be 
more than plentiful this fall and 
that retail volume will continue to 
rise,” 


33 Advertisers 
Using CBS’ 15% 
Discount Plan 


New York, July 15.—Thirty-three 
advertisers sponsoring 49 different 
programs on 95 separate time peri- 
ods weekly are currently using the 
full CBS network, taking advan- 
tage of the 15% discount plan which 


was initiated exactly one year ago. 
At that time nine advertisers using 
19 separate program periods weekly 
availed themselves of the plan. 

In a recent survey of the effects of 
the full network plan, tabulations 
showed that 893 hours and 30 min- 
utes weekly have been added to Co- 
lumbia’s commercial schedule. 
Ninety-five individual stations have 
benefited by the plan with one or 
more programs weekly. Fourteen 
separate CBS outlets have added 30 
or more new programs weekly; 43 
have received 15 or more new pro- 
grams while 69 stations have added 
five or more new commercial pro- 
grams to their weekly schedule. 

Thirty-six CBS programs, repre- 
senting 68 individual program peri- 
ods weekly, have increased their 
stations to adopt the full network 
facilities. Ten advertisers have 
added 50 or more stations to their 
program’s network; 27 have added 
30 or more while 36 clients have in- 
creased their networks by 10 or 
more CBS stations. 

Thirteen clients scheduled the full 
network with the initial broadcast 
of their program and are not in- 
cluded in the station-hours-added 
tabulation. 


Dashiell Promoted 


W. F. Dashiell, sales representa- 
tive of Boston Woven Hose & Rub- 
ber Company, has been placed in 
charge of all Southern salesmen 
with headquarters in Richmond. 


overnment 


allocates 
MMPION pulp 


Pulp which for years has come fro 
paper for America’s finest printip 
materiel of war. Once acce 


today as one of war’ 
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Champion forests to provide 
, how goes into explosives and other 
bted as commonplace, paper is recognized 


nost essential needs. It packs food and medicine 


for our armed forces, carries their shells and ammunition, protects gun 


and pla 


assure uninterrupted flow of such necessities, that Govern- 


ment today is allocating pulp so vital in their manufacture. 


replacement parts, provides information in army instruction 


mafiuals, and sells bonds to supply the things our men need. It is to 


MILLS AT HAMILTON, OHIO . . . CANTON, N.C... . HOUSTON, TEXAS 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS « CINCINNATI + ATLANTA 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


NEW YORK'S ONLY 
Be ADVERTISING 
MEDIUM REACHING 
APPROXIMATELY 


200,000 


FAMILIES DAILY— 


JUST PICK UP 
PHONE AND 


REVERSE THE CHARGES 


Whiitehall 4-9000 


THE 


MARY J. McCLUNG 
Advertising Director 


EDWARD C. KENNELLY 
National Advertising 
Mgr. 
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July Consumption 
of Newsprint Key 
fo 4th Quarter 


Ebbing Manpower 
in Canada Seen As 
Serious Threat 


New York, July 14.—Both supply 
and consumption in July and Au- 
gust will have tremendous bearing 
when the newspaper industry ad- 
visory committee considers a rec- 
ommendation about the quota of 
newsprint to be allowed in the 
fourth quarter beginning Oct. 1, ac- 
cording to a review of the news- 
print situation released here this 
week by the American Newspaper 
Publishers Association. 


Asserting necessity for the War | each month, 16,000 tons to Canadian 


Production Board order for a 5% 
reduction in newsprint consumption 
for the third quarter beginning July 


1, 1943, was due to the failure of the | 


original Limitation Order L-240 to 
effect an actual reduction in con- 
sumption of 10% under 1941 in cor- 
responding quarters, the report de- 


clared that the over-all reduction of | vided in Canada there can be a rea- 
5% in consumption for the first six|sonably adequate supply of news- 


months of 1943 made it necessary to 
have an over-all additional reduc- 
tion of 5%. 

“As to price, reports from Wash- 
ington indicate that OPA has been 
giving active consideration to the 
applications of both United States 
and Canadian mills for an increase 
in price,” the ANPA says. “It is 


not believed that United States mills 
have been aggressive in urging early 
action by OPA but it is known that 
Canadian mills have been pressing 
actively their demands for an in- 
crease in price ever since the $4 in- 
crease was granted by OPA, effec- 
tive March 1, 1943. At that time 
the Canadians asked for an increase 
of $8 although previously there had 


been reports that $10 was the 
amount of the increase sought by 
the Canadians,” the report stated. 


Plans Not Revealed 


While the Canadians have indi- 
cated they will continue to supply 
newsprint to the United States at 
the rate of 210,000 tons per month 
through the third quarter, they are 
tight-lipped concerning their plans 
for the fourth quarter, it is pointed 
out. The ANPA statement notes 
that there have been suggestions 
that the Canadians will reduce the 
tonnage going to the U. S. from 
210,000 tons in the fourth quarter 
regardless of what price prevails. 
Currently Canadian mills are deliv- 
ering 210,000 tons to this country 


consumers, and 20,000 to overseas 


| print production 


markets. 

Looking behind the scenes, many 
publishers, although realizing that 
the wood supply is the key to news- 
in Canada, feel 
that if sufficient manpower is pro- 


/print, but the supply from Canada 
|will diminish unless that country 
| takes steps to assure a greater wood 
jcut, it is observed. Reports are 
|trickling through to publishers in| 
| the United States concerning a large | 
‘amount of manpower being taken | 
from their wood cutting jobs for| 
Army service, although they are not 


liable to be sent overseas except on 
a volunteer basis. 

“If the policy is pursued by the 
Canadians of not taking any special 
steps to maintain the volume of 
wood cutting because of the man- 
power situation and the supply of 
newsprint from Canada to the 
United States is allowed to dwindle, 
it can be seen that the Canadians 
will be making frequent and peri- 
odical visits to Washington de- 
manding further increases in news- 
print prices. After all, the volume 
of production in any business as in 
newsprint has an important bearing 
upon cost. If the price of news- 
print is to be maintained at a level 
which will make it possible for 
American newspapers to operate 
without losses and have some assur- 
ance and security about their sup- 
ply of newsprint, then there must 
be clarification soon about what 
Canada will do in assuring a supply 
of newsprint commensurate with the 
needs of American newspapers,” the 
ANPA declares. 

Reference was made to the fact 
that Canada has not up to now un- 
dertaken any planned pulpwood 
cutting drive as is currently under- 
way in the United States. 


‘Petroleo del Mundo’ 
Is Published 


+First issue of Petroleo del Mundo, 
to be published quarterly, went into 
the mails June 25 as a new publica- 
tion designed to promote closer re- 
lationships between the petroleum 
industries in the United States and 
Latin America. 

The publication, printed entirely 
in Spanish, is published by Rex W. 
Wadman, New York, who 


and World Petroleum. 


uP 55%1N CIRCULATION 
uP 25% IN ADVERTISING RATES 


UP immeasurably in reader influence 


With a 55 per cent increase in circulation since rates were pre- 
viously adjusted in 1941, Improvement Era, “voice of the church" 
in the magazine field to nearly a million Mormons (Church of Jesus 


Christ of Latter-day Saints), announces an adjustment in rates to 
meet higher production cost and new circulation guarantees. After 
adjustments the milline rate will still be 17°/, lower than 1941 rate 
levels. 


A distinctive monthly 
magazine with na- 
tion-wide acceptance 
and _ incomparable 
reader influence in 
77,356 progressive, 
Mormon 


This 46-year-old monthly magazine last year enjoyed the best year 


in its history . . . biggest in circulation, biggest in advertising volume, 
highest reader influence. 


ABC circulation is now 77,356, with articles, stories and features 
to attract every member of these large Mormon families. 


lf you want to reach Mormons in every state in the nation, with 
concentrated coverage in the prosperous, progressive West, where 
* homes. industrial wages are high and farmers are enjoying unprecedented 


prosperity, the Improvement Era is your best buy. 


IMPROVEMENT ERA 


50 NORTH MAIN STREET ---- - 


Salt Lake City: Francis M. Mayo 


ADVERTISING REPRESENTATIVES: 


New York: Dougan & Bolle, 475 


SALT LAKE CITY, UTAH 


San Francisco: Edward S$. Townsend Co., Russ Building 
Chicago: Dougan & Bolle, 400 North Michigan Avenue 


Sth Avenue 


o ye, 


is also} 
publisher of Diesel Progress, Sugar 


Limited Supply 


| spite of the fact that the military 
| services are taking practically the 
| entire supply of sun glasses, Ameri- 


| tional consumer magazines plus 11 
| business publications. 


| dealer sell the AO sun glasses they 


| give a light presentation of copy 


|gram director of Station WCHA, 


DOLLAR A POINT 


TRIS SMAIING MERBOLARE GURRGRTEE 
is bocked by 


10000 
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EADOLAKE 
MARGARINE 


“Against each point you spend for 
Meadolake there's a dollar that says 
you'll like it," says this newspaper copy 
for Meadolake margarine. Copy ex- 
plains that “if you pay five points for a 
pound of Meadolake and. after serving 
it to your family, consider those points 
misspent, write Meadolake Margarine, 
Sherman, Tex. You'll promptly receive 
a form on which you may file your claim 
for five dollars." 


Big Drive for Sun 
Glasses, Despite _ 


Southbridge, Mass., July 14.—In 


can Optical Company has launched 
a major advertising effort to last 
throughout the year, using nine na- 


The activity 
has three purposes: (1) to help 
now have in stock; (2) to explain 
to the public why they may not al- 


Jelke Ordered 


on Its Shortening 


ways be able to buy them; and 
(3) to keep customers sold on the, 
merits of AO products. The com-' 


|pany has for the past three years) 


engaged in extensive advertising | 
and promotional work and has de-| 
veloped for its sun glasses an out- | 
standing position both in trade and 


| consumer acceptance. 


Consumer copy appears in Ameri- 
can Magazine, Cosmopolitan, Field 
& Stream, Life, Outdoor Life, The | 


| Saturday Evening Post, This Week | 


Magazine, Time, and Woman’s Home | 
Companion. The campaign will in- 
clude aé_ée series called ‘“What’s 
wrong with this picture?”, showing | 


contrast pictures of photographs as | ‘ 


Another series, “Glaring Mistakes,” 
features drawings by Cooper. Copy | 
will also feature “The Polar Bear,” | 
an amusing character developed to 


material. 
Horton-Noyes Company, Provi- | 
dence, is the agency. 


Mellett Resigns as 
OWI Film Chief 


Lowell Mellett, former Washing- 
ton newspaper editor, has resigned 
as chief of the Motion Picture Bu- 
reau, domestic branch, Office of | 
War Information, effective July 15. | 
In making the announcement, Elmer | 
Davis, OWI chief, said that while 
funds would not permit any pro-| 
duction of motion pictures by OW! | 
for domestic use, the office would | 
continue its responsibility for co-| 
ordination of government films and | 
for liaison between the government 
and the motion picture industry. 


Adams Joins WHEC 


William J. Adams, former pro- 


| 


Charleston, W. Va., and of the West 
Virginia network since 1940, has 
been appointed program director 
and news editor of WHEC, the Gan- 
nett station, Rochester, N. Y. 


Page Joins Wassell 


W. K. Page has resigned as vice- 
president of Addressograph-Multi- 
graph Corporation, Cleveland, to 
join the Wassell Organization, 
Westport, Conn., manufacturer of 
Produc-Trol, production contro] 
and record system. 


oe 
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to Pay lowa Tax 


Des Moines, Ia., July 13.—The 
John F. Jelke Company, Chicag, 
has been ordered by Harry |) 
Linn, Iowa secretary of agricultur >. 
to pay Iowa’s five cents per pound 
inspection fee and excise tax on it: 
product, Good Luck §shortenins 
now on general sale in the state. 

The product is marketed in two 
packages, one containing 12 ounces 
of shortening and the other four 
ounces of a so-called fortifier, Linn 
said. Sales of these two packages 
are made only in combination. 

Linn said the laboratory of the 
state department of agriculture had 
established the fact that Good Luck 
shortening, when the two packages 
are mixed, has practically the same 
ingredients as oleomargarine. I[n 
Illinois and Missouri, where there is 
no state oleo tax, the company mar- 
kets a factory-mixed product lab- 
eled oleomargarine. 

Linn contended that the company 
was attempting to evade payment 
of the state tax by marketing the 
product in the two-package form, 
which he said created unfair com- 
petition to other companies which 
manufacture oleomargarine and pay 
the tax. 


Gets New Account 


The Architects Building, 101 


Park Ave., New York, has placed its 


Construction Center, has placed its 
advertising with Anderson, Davis 
& Platte, New York. 


Clark Joins BBDO 


Ed Clark, for the past six years 
publicity director of Marschalk & 
Pratt, New York, has resigned to 
join the Los Angeles office of Bat- 
ten, Barton, Durstine & Osborn. 


Blair to West-Holliday 


Charles Blair, formerly’ with 
Procter & Gamble Company, has 
joined the sales staff of West-Hol- 
liday Company, newspaper repre- 
sentative, San Francisco. 


BEING SPENT 


IN VIRGINIA NOW 

THAN EVER BEFORE 

*** AND IN VIRGINIA 
YOU REACH MORE X 


PEOPLE AT LOW COST 
ON RICHMONDS 
NATIONALLY 
RECOGNIZED STATION. 


NIGHT*° DAY 910 KC 


EDWARD PETRY & CO. INC. MATIONAL REPRESENTATIVE: 
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Weve gol pemy of 


Once our tourists came for play—and some day they 
will again—but now our new arrivals are coming to work 
. . + 416,337* of them in the past three years. From every 
state and every income group in the nation. 


What are they doing? Some are in offices, stores and on farms. 
But most are going into our vast, expanded industries—building 
airplanes and ships, processing metals, oil and rubber . . . sharing 
in a monthly workers’ payroll of $75,000,000! 


But will they stay? The answer is in the way Los Angeles has 
gone industrial—become the center of America’s growing avia- 
tion industry, a leader in ship building and petroleum, and a 
new major producer of steel and other basic materials. Yes, a 
vast number of our new workers will be permanent. 


To you who advertise and sell, this new industrial activity 
makes Los Angeles a greater plus market than ever. It’s some- 


thing to be reckoned with in your plans for today and tomorrow 
*Los Angeles County Population Increase From 1940 to April, 1943. 


VOUIISS... 
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FACTS FOR YOUR FILES 


How are local advertisers telling and selling this 
great market? First in the field in Retail Advertising 
six days against six, seven days against seven, is the 
home-delivered, family-read Los Angeles Times. 
First, too, in National, in Classified advertising; 


and of course, in total advertising! 


LARGEST MORNING CIRCULATION ON THE PACIFIC COAST aie 
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Investors League 
Bids for Members 
in Chicago Copy 


Chicago, July 14.—The Investor’s 
Fairplay League, “non-profit non- 
partisan union of investors in 
American enterprise,” took the 
third step in a nationwide campaign 
today with a full-page advertise- 
ment in the Chicago Tribune invit- 
ing members to join at various 
membership rates. 

This is the third in a series of 
advertisements which the league 
plans to run in other newspapers 
of key cities throughout the coun- 
try. The first invitation to Ameri- 
can investors to join up appeared 
in the March 30 New York Times, 
and the second ran in the Washing- 
ton Post June 22. 

Advertising is planned at the 
league headquarters, 120 Fifth Ave., 
New York City, and copy is pre- 
pared by Green-Brodie, Inc., New 
York agency, according to Ralph 
Prohek, chairman of the Illinois 
division, whose headquarters are at 
30 N. LaSalle St., Chicago. 


Stresses Organization 


Headlined “Are you one of 15,- 
000,000 forgotten men?”, the copy 
points out that labor, business, 
farmers and government are organ- 
ized but that no one effectively 


TO CHICAGOANS 


are YOU one of _—_—_—_, 


15,000,000 FORGOTTEN MEN 


hme Amore: Bu Ammen enter, Meer Meeth oho Ameren oy of te moced 
ee Ae tlhe: hey sowed end mveued |o enatle then te emeone efemrnty fe deme 
te wets mt eee Oe ete Hepes tages eee ee 


The investors Fouplery 
League stands boro squore 
deo bor every —rester 


Whose ox ore we grinding” 


Thousonds of American investors are now fighting YOUR battle 
Don't make them fight on alone. Unite with them. Support the League! 


INVESTORS FAIRPLAY - 


Investors Fairplay League used this full 
page in the Chicago Tribune last week 
as part of its plan to extend its “union 
of investors in American enterprise” 
throughout the country. 


represents the average American 
investor. League protection, it 
claims, can help the small business 
man and other property Owners, 
life insurance policy holders, sav- 
ings depositors and homeowners. 
The league, standing on its plat- 
form of a “square deal for every in- 
vestor,” carries a coupon in its ad- 
vertising which can be filled out by 
prospective members who may be 
enrolled under one of six classifica- 
tions: annual associate member, $2; 
annual member, $5; annual active 
member, $10; annual cooperating 
member, $25; annual sustaining 
member, $100; or a contributor of 
$1,000, the maximum accepted. 


Opens Branch Offices 


The league already has offices, 
besides New York and Chicago, in 
Washington, Philadelphia, Detroit, 
Los Angeles, San Francisco, Seattle, 
and Oakland, Cal. It hopes to ex- 
tend its influence through members 
and cooperators to 150 towns in 
Illinois, and eventually to organize 
the entire state, county by county, 
under the league banner. This 
same plan will be followed in key 


FIGURES DON'T LIE... 


they just can’t catch up with 


SAN DIEGO 


The lag between gathering and publishing 
national statistics, plus San Diego's abil- 
ity to get frequent reliable data from 
local government agencies indicates 
conclusively that salesmanagers can add 
generously to currently published statistics. 


GET LATEST FACTS from our National 

Representatives or write direct. You can 

count on San Diego as the big city with 
an A-1 future! 


Best “sold” with just one adver- 
tising buy--the San Diego Union 
and Tribune -Sun. 


POPULATION : 


January Ist City (OPA Est.) 385,000 
WMarch Ist County (OPA Est.) 490,000 


; ’ Quolity of market 31% better than 
Mmanotional average. 


Effective buying income 13% above 
California. 77% above National. 
Future of San Diego---- 

---Only A-1 City above 375,000. 


Union-Tribune Publishing Co., San Diego, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Cleveland « Denver « Seattle « Portiand « San Francisco « Los Angeles 


Advertising Age, July 19, 1943 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column, 


July 5. Received today my first V-Mail 
letter, written somewhere in the Pacific, 
by Arthur Hallam, an advertising man now 
in the Navy. He says: “Your item of 
March 7 interested me very much because 
for years I have been trying to promote a 
system of examinations for advertising 
men. . . . The Four A’s should be the one 
to initiate the program. Ability to 
pass examinations is not a final criterion, 
but it would at least offer some sort of 
standard to the advertiser that he does not 
have now. . . . When we get back to the 
States I am going to get in touch with you 
again on this.” Fighting for a better world 
and thinking about how to do something 
in his part of it, too. 


July 6. The real pay-off to the keeping 
of this Diary comes in such mail as it 
brings me. I feel as though I had made 
a new friend when I hear from J. H. Mit- 
chell, the Minneapolis advertising agent, 
that we have shared some experiences. 
And when Fred Hauck of the Columbus 
Better Business Bureau tells me that some 
ideas expressed here have helped him, and 
sends me some that help me. I even get 
a kick out of the Cleveland gentleman who 
thinks that most of what I put down, espe- 
cially that about the New Deal, is helping 
to make up the fertilizer shortage. 


July 7. Some marriages are reminders 
of the fact that everybody can sell some- 
body. But we are not as often reminded 
of the opposite fact that nobody can sell 
everybody. Most people and propositions 
have their natural limitations. These are 
inherent in personality and temperament 
if in nothing else. Advertising which keys 
a proposition to a certain kind of person 
may be highly successful as long as it stays 
true to type. When it tries to be all things 
to all men it endangers the personality it 
has established and makes an appeal to 
nobody. 


July 8. Marvelous new things are being 
projected for us in the postwar world. I 
don’t doubt that we shall have them, and 
value them. But if all we are going to 
get out of this war is the same kind of 
gadget development that we got out of 
the last one, then we shall have another 
unhappy ending sooner or later. Man still 
does not live by better ice boxes alone. We 
need the inventors and salesmen of new 
ideas of social equilibrium as well. 


July 9. If any man has a taste for mak- 
ing type talk he will want to own a copy 
of “Paragraphs on Printing” by that Old 
Master among book designers, Bruce 
Rogers. Such a book is the next best 
thing to standing alongside such a work- 
man day after day, and catching the secrets 
of his skill. Even more, it is the revela- 
tion of what a good life there is in the 
honest adherence to a trade. It makes 
me homesick for the boy who started out 
in life to be a designer of books, and 
switched to advertising them instead. 


July 10. Picked my Stella apricots, and 
set the women to canning some and drying 
others. I like to work among the graceful 
branches and fresh green leaves of this 
tree, and I like the delicate coloring as well 
as the taste of the just-ripe fruit. When 
my wife filled a black Indian bowl with 
some of the choicest ones I felt it was a 
dish to set before a king. 


July 11. Sat this evening with a group 
of neighbors, men and women, smoking 
and talking of this and that. The cigaret 
brands present were Camels, Chesterfields, 
Old Golds, Philip Morris and Tareytons. 


‘ Somebody mentioned the Reader’s Digest 


article on cigaret advertising, and it devel- 
oped that nearly everybody had read it. 
The Ad Man got a little friendly joshing 
about it, and then everybody went on to 


something else, puffing their favorite 
© brands. 
cities, and surrounding towns, the intricacies of point rationing 
| throughout the country. The only Newspapers Get and wise meal 


setback to plans so far has been the 
scarcity of manpower to take 
|charge of offices. This is being 
| taken care of as rapidly as pos- 
| sible, and it is probable that adver- 
tising in newspapers will follow 
closely upon the opening of these 
offices. 

B. C. Forbes, publisher, Forbes, 
is president of the organization, 
and Benjamin A. Javits, prominent 
public utilities counsel, is vice- 
president and general counsel of 
the league. Prominent industrial 
and professional men have offered 
| their services without charge to the 
new project. 

The investor who enrolls as a 
league member is promised that his 
interests will be protected by a 
competent general counsel before 


bers; that committees will be or- 


| safeguard the interests of investors: 
that a monthly bulletin will be 
issued to advise members of league 
activities, as well as _ legislation, 
| taxation, labor, and all other ac- 

tions affecting their interests. 
| Corporations cannot be members. 


| Appoints Sutton News 


| General Aircraft Corporation, | 


'New York, has appointed Sutton 
News Service, New York, to han- 
dle public relations. The company 
'recently named H. B. Humphrey 
Company, Boston, to direct adver- 
tising for its patented, dual-control 
Skyfarer airplane. 


Heads Buffalo BBB 


| W. Dan Bell has been appointed 
|general manager of the Buffalo 
| Better Business Bureau, succeeding 
Gordon E. Smith. Harold Webber 
has been promoted from merchan- 
dise manager to assistant bureau 
manager. 


dniestiiamaititinteas 
. . 
Michaelis Joins Blue 

Arnold Michaelis, formerly with 
the Biow Company, New York, as 
a radio producer, has joined the 
production staff of the Blue Net- 
work, New York. 


Congress and administrative agen-| 
cies; that pertinent findings on eco- | 
nomic affairs will be sent to mem-| 


New Armour Ads 


Chicago, July 15.—Armour & Co. 
announced this week that it will 
launch a new series of “home serv- 
ice” advertisements, starting July 
26, with copy to appear twice a 
week in every Armour brancn 
house and plant city and town. 

Rationing is an old story now to 
the average housewife but the 
problem of providing appetizing, 
nutritious meals with available 
meats is still with her. In view of 
this need, the new Armour series 
will feature large illustrations of 


mour products and will tell women 
how to serve these foods. 
During the past year, Armour 


|service men were “the best fed 
\fighters in the world,” giving 


| 


attractive dishes made with Ar-| 


planning. Both 
| newspapers and national magazines 
| figured in the previous drives. 

A folder explaining the new 
campaign to salesmen points out 
|} that each advertisement will have 
|a definite Armour identification in 
| the heading; will have selling copy 
| on a featured meat item; will offer 
‘recipes; and will carry the Star 
| quality trademark of the company. 
| A schedule of the twice-a-week 
| advertisements and the newspapers 
|in which they are to appear, plus 
}actual dates, is included for the 
salesmen’s guidance. Dealers are 
| to be asked to stock and display the 
merchandise advertised. Provision 
|is made for emergencies such as a 
| local shortage of a featured item, 
|/when an alternate advertisement 


has conducted three major cam-| can be substituted. Ten days’ notice 
paigns, assuring the public that| is required for these substitutions, 


| however. 
| Foote, Cone & Belding is the 


ganized in various corporations to| housewives recipes, and explaining, Armour agency. 


| 
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“you can't do that!” but they did/ 


ES 


When Sgt. Meyer Levin lined up the Jap in his bombsight, 
Colin Kelly flew steady on. None of the eight in that 
plane thought of the bursting flak that boxed them. There 
was a job to be done; and the “Haruna” died like that. 


Sometimes, even in Business, 
thinking is concerned with the 
good of all. Each time that happens, the 
world becomes a better place to live in— 


a world whose people eventually will under- 
<< stand the Golden Rule. 


For years the New York Mirror had 
courted success after the pattern of other 
tabloids. It parallelled their efforts, some- 
times outdid them .. . helped to earn the 
unkind things said of them all. But that 
was before 36! Then started a saga of success 
for the Mirror that has become one of the 


“o minor miracles of publishing. 


Without fanfare or fol-de-rol, the Mirror 
did the things that had to be done. Every 


Member of ASSOCIATED PRESS * UNITED PRESS * INTERNATIONAL NEWS SERVICE * AP, INS & STAFF PHOTOS * MEDIA RECORDS 
ADVERTISING FEDERATION OF AMERICA ¢ AUDIT BUREAU OF CIRCULATIONS * AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION. 


successive day since, this newspaper has faith- 
fully furnished the complete news— fast 
reading for an audience geared to what they 
call, “the New York tempo’”’.. . pictureful 
and with features for all the family... with 
an editorial page that keeps pounding at truth 
until it gets action. In short, the Mirror quit 
the Primrose Path for the hard way that 
led to home-going respect and all-family 


reader confidence. 


People read the Mirror really to feel the 
pulse-beat of New York and the world at its 
doorstep. They buy more than 1,700,000 
copies Sundays, more than 750,000 on 
weekdays. In all the Americas only one 
other Sunday newspaper and two other 


dailies now have larger followings. 
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Painted ‘Dream’ 
Advertising of 


Companies Hit 


Scripps-Howard Writer 
Lampoons Several 
National Advertisers 


New York, July 14.—The hard- 
est-working planners of the world- 
to-come are not in government of- 
fices but in advertising agencies, 
and there the supreme achieve- 
ments in forecasting are being 
turned out by the advertising 
artists, according to John W. Love, 
Scripps-Howard staff writer, in an 
article in New York World-Tele- 
gram July 12, carrying a Cleveland 
date line. 

Bohn Aluminum, International 
Nickel, Timken-Detroit Axle, du 
Pont and Consolidated Vultee Air- 
craft are a few of the national ad- 
vertisers whose “dream” advertis- 


| 
| 


All-Bran is featured in combination with 
prunes in this new Kellogg display de- 
signed for window and inside-the-store 
use. The display was lithographed by 
Zipprodt, Inc., Chicago. 


ing came in for lampooning in Mr. 
Love’s article, which was headed 
“Advertising Artists Paint World- 
to-Come Sans Problems of the 
Social Planners.” 

Referring to the artists, Mr. Love 
wrote: “Their lives are not compli- 
cated by worry over the problem 


the social planners have of per-|* 


suading us to adopt their programs. 
The airbrush experts are not both- 
ered that way. They just tell us 
what we are going to enjoy in the 
year 194x. We’re to like it.” His 
article continued: 


Copywriters Conservative 


“The copywriters in the agencies 
are in general more conservative 
than the artists. The latter capture 
the eye with a hint of electronic 
power—power by wireless—but all 
the reader finds out is that Eitel- 
McCullough of San Bruno, Cal., 
makes vacuum tubes but can’t tell 
too much about them yet. 

“If I were giving an award for 
achievement in postwar imagina- 
tion it would have to be divided 
between the artists working for 
Bohn Aluminum and International 
Nickel. 

“The Bohn men envision cities of 


office buildings and houses in glis- 
tening metal. Dwellings half of 
glass with girders, pillars and in- 
numerable beautifying effects made 
of light alloy. One release pic- 
tures a vapid transit train sus- 
pended from an overhead track, a 
device used in the much-bombed 
German city of Wuppertal, where 
planning for transportation was in- 
adequate in the first place. 
“International Nickel, which also 
fabricates metals, stays closer to 
earth. It expects the farmer will 
harness the Jeep like a tractor and 
the truck driver will use the walkie- 
talkie radio to call for help when 
he has a breakdown. Postwar cau- 


tion: we shall still have break- 
downs. 
“Timken - Detroit Axle hired 


Laurelle Guild, New York indus- 
trial designer, to sketch up highway 
sleeping cars with noses of curved 
glass several times as large as those 
of bombers. Another vehicle, the 
Guild cross-country cattle hauler, 
with trailer, wiil be superior to 
most motor buses now running on 
the highways. 

“Du Pont goes a long way to ad- 

vertise the place of cellophane for 
packaging the products that will 
travel by plane—‘California fruits 
and vegetables will appear in 
Brooklyn as fresh as the California 
dew that will glisten on their ripe- 
ness.’ 
“While Consolidated Vultee Air- 
craft is proving no spot on the 
globe is more than 60 hours’ flying 
time from another spot, General 
Electric promises television will let 
you see the world without leaving 
the living room. 

“Most of the end-products the ad 
artists and industrial designers are 
dreaming up are suggestions their 
clients are making to other manu- 
facturers. The makers of the ma- 
terials are providing most of the 
imagination these days and if the 
producers of the consumer goods 
are themselves making drawings, 
they are not showing them. They 
don’t want their competitors to see 
them yet.” 


Prout Heads Personnel 


John T. Prout, in charge of plant 
protection, Dowty Equipment Cor- 
poration, Long Island City, N. Y., 
has been named personnel director. 
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JULY CANADIAN MAGAZINE LINAGE 


*Canadian Home Journal.......... 
t*'Canadian Homes & Gardens.... “3 
Tn <+stbhboekbeets oan eh hs unes 
. J Are vas ‘¥ewe 
*Maclean's. col che cia oh ove 
*Mayfair F — 
*National Home 
*New World 


Monthly.... 


FT FS CLEC Tee Tere 
Display, 
Canadian Countryman 


ee Ts hdd skew edna eacedae 


*Family Herald: 
Eastern Edition 
Western Edition 

Farm and Ranch Review. 

Farmer's Advocate & Home Magazine 

*Farmer's Magazine 

*Free Press Prairie Farmer........ 

*Western Producer 


Total Group ...... 


*Figures received from publisher. 
+Figures not included in total. 
July and August issues combined. 


Fisk Tire to 


Hold Series of 


Dealer Meetings 


New York, July 14.—Starting at 
Portland, Ore., the Fisk tire divi- 
sion of United States Rubber Com- 
pany will hold a series of distribu- 
tor and dealer meetings under the 
direction of J. Chester Ray, sales 
manager. 

Purpose of the meetings is to ac- 
quaint Fisk dealers with the com- 
pany’s developments in the synthe- 
tic program, to prevent a steering 
program aimed at post-emergency 
objectives, to cover the tire situa- 
tion and developments to be ex- 
pected, and to clarify OPA and 
ODT regulations and amendments. 
The division’s new “War Necessity 
Service” plan will be presented 
(AA, July 12), along with mer- 
chandising and service suggestions 
on repair materials, accessories and 
batteries. 

The synthetic story will be dra- 
matized through chemical demon- 
strations supported by exhibits and 
will be presented by tire engineers 
attached to the factory’s product 
development department. 

The second meeting will open in 
San Francisco July 15, and in Los 
Angeles July 19. 


including poultry and livestock | = Canadian Farm Papers 


-——1943—_, -———1942 : 
Pages Lines Pages Lines 
29.7 20,205 23.1 15.699 
i 60. CU ee 22.4 1 a5 
» £9 18,858 20.8 14,147 
. 28.8 12,340 25.7 11.036 
. 54.0 36,728 29.3 19.959 
50.0 34,272 30.2 20° 316 
20.7 14,096 14.1 78 
13.7 9,308 20.0 1 
oy 224.6 145,807 163.2 104,29 
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18.1 13,071 14.1 19.177 
. 36.3 36,682 28.0 14 
. 29.5 29,835 23.4 °5 
. a 13,045 12.6 53 
. 35.3 24,694 26.9 18,815 
. 23.6 16,527 12.2 51 
, ae 37,939 27.4 7 
—— 17.7 18,935 13.4 14.304 
236.4 207,730 177.0 1 4 


Canadian Linage 


Continues Gain 


New York, July 14.—Canadian 
magazines and farm papers recorded 
substantial linage gains this month 
over the same month in 1942, ac- 
cording to an ADVERTISING AGE com- 
pilation based on figures by Pub- 
lishers’ Information Bureau. 

Magazines carried a total of 145,- 
807 lines this month against 104,294 
lines for the same month last year, 
a gain of 39.8%. Farm papers this 
month totaled 207,730 lines against 
156,954 lines for the comparable 
month in 1942, a gain of 32.4%. 


Inland Advances Meeting 


The board of directors of Inland 
Daily Press Association has set Oct. 
12-13 as the dates for the fall con- 
vention and annual meeting, to be 
held at the Hotel Sherman, Chicago. 
The dates are one week earlier than 
previously announced. 


Joins Cohama Fabrics 


Katharine A. Stephens, former 
sales and promotion manager for 
Capri Frocks, has joined the Co- 
hama Fabrics division of Cohn-Hall- 
Marx Company, New York, as di- 


rector of ready-to-wear sales pro- 
motion. 


Figures are from 
the May 10, 1943, 
Sales Management 
Survey of Buying 
Power. Population 


ls 1940 Census. 


Were Made in the 


LARGEST 


Market 


in the 


ST. PAUL and 
MINNEAPOLIS 


POPULATION 780,106 


United States 


Only the 


ST. PAUL DISPATCH-PIONEER PRESS 


COVERS THE ST. 


PAUL HALF 


RIDDER-JOHNS, 


INC.. NATIONAL REPRESENTATIVES—342 MADISON AVE.. NEW YORK—WRIGLEY BLDG.. CHICAGO—PENOBSCOT BLDG., DETROIT—DISPATCH BLDG., ST. PAUL 
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Two Cigaret 


Companies Renew 
on Full CBS Net 


New York, July 14.—Two major 
cigaret companies have renewed 
their programs over the full CBS 
network: R. J. Reynolds Tobacco 
Company for “Thanks to the 
Yanks,” and Liggett & Myers To- 
bacco Company for “Harry James 
and His Music Makers.” 

“Thanks to the Yanks,” heard in 
behalf of Camel cigarets and Prince 
Albert tobacco, has been moved to 
a Friday night spot and is aired 
from 10 to 10:30 p.m., EWT, vacat- 
ing for the summer the Saturday 
night time, 7:30 to 8. 

“Harry James,” heard in behalf 
of Chesterfield cigarets, is heard 
Tuesdays, Wednesdays and Thurs- 
days from 7:15 to 7:30 p.m., EWT, 
with rebroadcast at 11:15 p.m. Wil- 
liam Esty & Co. is the agency for 
the Reynolds program while New- 
ell-Emmet Company handles the 
Liggett & Myers show. 


Carter Expands Lineup 


Carter Products will increase the 
lineup for “Jimmie Fidler from 
Hollywood” from the current net- 
work of 77 stations to the complete 
Blue Network, effective July 18. 
The program will be aired Sundays 
from 9:30 to 9:45 p.m., EWT. Small 
& Seiffer, New York, is the agency. 


Sterling Drug Renews 


Sterling Drug has renewed “Sec- 
ond Husband” on 41 CBS stations 
for Dr. Lyons’ tooth powder, effec- 
tive Aug. 2, heard Monday, Tues- 
day and Wednesday from 11:15 to 
11:30 a. m., EWT. The same pro- 
gram, heard in behalf of Bayer 
aspirin Thursday and Friday at the 
same time, has also been renewed. 

“Amanda of Honeymoon Hill,” 
heard Mondays through Fridays in 
behalf of Phillips tooth paste and 
tooth powder, has been renewed by 
Sterling Drug on 41 stations of 
CBS. The program is heard from 
10:30 to 10:45 a. m., EWT. Black- 
ett-Sample-Hummert is the agency. 


Ford Extends Lineup 


Ford Motor Company has re- 
newed “Watch the World Go By” 
on the Blue Network, effective July 
12, and has increased the lineup for 
the news broadcasts from the cur- 
rent network of 129 stations to the 
complete network. The program is 
heard Monday through Sunday 
from 8 to 8:15 p.m., EWT. Maxon, 
Inc., Detroit, is the agency. While 
Earl Godwin, newscaster on the 
Ford program for the past year, is 
on a three-week vacation, Roy Por- 
ter, who has been heard as Saturday 
and Sunday night alternate, will 
take over the entire series. 


“Look” Renews 


Look, which sponsors Tro Har- 
per’s 11 p.m., EWT, news over WOR 
on Tuesdays, Thursdays and Satur- 
days, has renewed its contract for 
another 52 weeks, effective July 13. 
The Son de Regger and Brown Ad- 
vertising Agency, New York, han- 
dles the account. The Hoffman Bev- 
erage Company sponsors the pro- 
gram on Mondays, Wednesdays and 
Fridays. 


Kreml Extends Contract 


Kreml hair tonic and shampoo, 
which has been sponsoring Gabriel 
Heatter Mondays, Wednesdays and 
Fridays at 9 p.m. EWT over a Mu- 
tual network, has extended his con- 
tract for an additional nine months 
until June 9, 1944. Erwin, Wasey & 
Co. is the agency. 


Extend Winchell Net 


Effective July 18, Walter Win- 
chell’s quarter hour over the Blue 
Network will be extended to 151 
stations with Andrew Jergens Com- 
pany, maker of Jergens lotion, add- 
ing 36 new stations. Jergens has 
selected three famous personalities 
aS a summer replacement while 


| cae 


)) a TALK DIRECTLY 
WITH 387,226 


Winchell vacations from Aug. 8 
through Aug. 29. Fulton Oursler 
will be heard from New York with 
spot news; the program will shift to 
Hollywood for Louella Parsons, re- 
turning to New York for a third 
commentator not yet selected. The 
program is heard on the Blue Net- 
work Sundays from 9 to 9:15 p. m., 
EWT. 

Coinicidentally, “Chamber Music 
Society of Lower Basin Street” will 
double its time from a quarter hour 
to 30 minutes and will increase its 
network from 115 stations to 141. 
This program is sponsored by John 
H. Woodbury, Inc., maker of Wood- 
bury soap, and will feature leading 
names of stage, screen and radio as 
guest stars effective with the July 
18 broadcast, which will present 
Jimmy Durante and Ella Logan. 
Lennen & Mitchell, New York, han- 
dles both accounts. 


Graham-Paige Appoints 

Graham-Paige Motors Corpora- 
tion, Detroit, has appointed Beau- 
mont & Hohman, Cleveland, to 
handle its account. Advertising 
plans now being formulated will be 
announced later. 


Mennen Expands 
List for Heavy 
Quinsana Drive 


(Picture on Page 59) 


New York, July 14.—The Men- 
nen Company next month will use 
a greatly expanded list of publica- 
tions for Quinsana athlete’s foot 
powder, with copy stressing the 
need to fight the summer threat of 
infection which might hinder the 
war effort. Large photographs 
show soldiers and war workers— 
tied in with the wartime seal of the 
National Association of Chirop- 
odists—‘‘Keep America Marching.” 

Publications include: Click, Col- 


lier’s, Inside Detective, Liberty, 
Life, -Look, Newsweek, Popular 
Mechanics, Popular Science, The 


Saturday Evening Post, Time, True 
Detective, and 130 additional maga- 
zines. The American Weekly, Met- 
ropolitan Comics, Parade, Puck— 
the Comic Weekly and This Week 
Magazine will also be used. 
Advertising of Mennen baby 
powder has been expanded to cover 


every month of the year, with spe- 
cial intensification in summer 
months in a large list of national 
magazines. Copy contends that the 
Mennen powder is antiseptic as 
proved in illustrated tests by U. S. 
government method and is smoother 
as proved by microphotos. 

H. M. Kiesewetter Advertising 
Agency handles the account. 


Klein Men Join 
Dan Carroll Staff 


A. H. Kuch and R. F. Sholbe, for- 
merly with the sales staff of L. A. 
Klein, newspaper special represen- 
tative who retired recently, have 
joined the staff of Dan A. Carroll, 
New York, who is now represent- 
ing the Detroit News and the Booth 
Newspapers of Michigan, formerly 
represented by Mr. Klein. 


Canfield Joins L&G 


Hubert Canfield, formerly with 
Charles L. Rumrill & Co., Rochester, 
N. Y., and before that with J. Walter 
Thompson Company, New York, 
has joined Lewis & Gilman, Phila- 
delphia. 


Coming 
Conventions 


Sept. 27-29. Southern Newspaper 
Publishers Association, annual 
meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 12-13. Inland Daily Press 
Association, fall convention and an- 
nual meeting, Hotel Sherman, Chi- 
cago. 

Oct. 19-21. Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 


Aull Named Ad Head 


James A. Aull, for the past nine 
years director of publicity at KYW, 
Philadelphia, has resigned to be- 
come advertising manager of 
Strawbridge & Clothier, Philadel- 
phia. John J. Kelly, assistant to 
Mr. Aull at KYW for the past two 
years, has been appointed publicity 
director, effective Aug. 1. 


Outdoor (Circulation 14 
BREAKING ALL RECORDS 
in WMulwaukec 


Outdoor traffic in Milwaukee has mounted 
15% over 1940 


Factory employment is up 70% .. . payrolls, 
193% ...and average weekly wage, 62%... 
steady streams of cars, busses, and street 
cars move incessantly, night and day. 


Retail sales gains in Milwaukee are up 77% 
over 1940. 


Wse Outdoor 


LE VE-V/S/ON 


CREAM CITY OUTDOOR ADVERTISING CO. 


MILWAUKEE, WISCONSIN 


NATIONAL SALES REPRESENTATIVE 


OUTDOOR ADVERTISING INCORPORATED 


60 EAST 42ND STREET, 
ATLANTA + BALTIMORE + BOSTON + CHICAGO - DENVER + DETROIT - HOUSTON + LOS ANGELES - PHILADELPHIA + ST. LOUIS - SAN FRANCISCO 


NEW YORK CITY 


. population now over 
850,000 .. . 24 hour outdoor circulation in 


this booming war market. 


. increased purchasing power 
reflects the $4,334,708 raise in weekly pay- 
rolls... a top market for war dollars and 
outdoor circulation. 
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e rectly to impress upon you the de- 
Union Requests sirability of keeping the Saks- 
34th Street and Gimbel Brothers 
stores closed on Saturdays during 
the summer months. We believe 


Gimbel's & Saks 
Close Saturdays that such a policy would be in the 


New York, July 13.—While most) the welfare of your employes.” 
of New York’s largest department —__—_ 
stores have been using their nor- 
mal display advertising space to Metal Congress Set 
announce that they would be closed| The American Society for Metals, 
on Saturdays through July and Au-| Cleveland, will hold the 25th an- 
gust, Gimbel Brothers and Saks-| nual National Metal Congress in 
34th Street have done just the re-| Chicago the week of Oct. 18. A 
verse, announcing their stores| war conference display will be an 
would remain open. outstanding feature of the meeting, 
Since these are the only two ma-| according to W. H. Eisenman, man- 
jor stores remaining open, officials| aging director of the meeting and 
of Local 2, United Retail Whole-| national secretary of the society, 
sale and Department Store Em-|and the display and the congress 
ployes of America, have requested | will be keyed to the increase of war 
that these stores be closed on Sat-| production in the metal industry, 
urdays for the next six weeks. The| to conservation of metals and to 
only other store of any importance! postwar planning. 
ane open is Hearn’s, which is 
considered a “special’’ case by the s ‘ ’ 
union because it is on 14th St., Joins ‘Woman's Home ; 
outside the central New York shop- Allen McDonald, formerly with 
ping area. Ruthrauff & Ryan and Hupp Motor 
The communication addressed to| Car Corporation, has joined the ad- 
officials of the two stores says in| vertising staff of Woman’s Home 
part: “We are writing to you di-| Companion, in the Detroit office. 


3 reasons why 


launch August 


NATIONAL 

FREE 

NTERPRISE 
MONTH: 


Wholesale and retail grocers are the most typical representa- 
tives of what we wish and must preserve in order to retain 
our democratic freedom. In them we have the happy com- 
bination of initiative and service . .. a most direct expres- 
sion of the workings of the profit motive inseparable from 
the good of the community. 
. 

We, the publishers of Wholesale Grocers News for jobbers, 
and Successful Grocer for retailers, having met with modest 
success in catering to the independent trade, are happy to 


make this contribution to the preservation of truly demo- 
cratic American Enterprise. 


It is our belief that preserving Free Enterprise is the priv- 
ilege and responsibility of every free American, and that 
now is the time for all of us to make a specific effort to do 
something about it. 


* * * 


WE DECLARE August—National Free Enterprise Month, and dedicate 
the August issues of Wholesale Grocer News and Successful Grocer to 
this great American cause! 


To leaders of business and industry: Even if you don’t deal directly 
with wholesale and retail grocers these issues will be so widely read 
and the need to re-vitalize Free Enterprise is so urgent that you will 
want to be represented. 


Support Free Enterprise in August Wholesale Grocer News and August 
Successful Grocer. Send for outline of plans to: Verst Publishing Co. 
Inc., 176 W. Adams Street, Chicago, Il. 


WHOLESALE GROCER NEWS 
SUCCESSFUL GROCER 


'Linage Gain 

New York, July 14.—All classifi- 
cations in the national magazine 
group scored linage gains this 
month over the same month a year 
ago, according to an ADVERTISING 
AGE compilation based on figures 
supplied by Publishers’ Information 
Bureau. 

In the general group an increase 
of 42.3% was registered, followed 
by 40.4% for the women’s group, 
72.1% for the standard group, 35.5% 
for the outdoor group, and 28.2% 
for June weeklies. 

Total linage figures for all groups 
showed a total of 2,427,867 lines 
against 1,807,182 lines for the like 
month of 1942, a gain of 620,685 
lines or 34.3%. 


PAAC Elects Officers 


Maurice L. Brown, Hook” Signs 
Ltd., Calgary, Alta., was reelected 
president of the Poster Advertising 
Association of Canada at the annual 
meeting held in Montreal. J. R. 
Robertson, E. L. Ruddy Company, 
was reelected vice-president and 
H. A. Cobbett, Williams-Thomas 
Ltd., Montreal, was elected a vice- 
president. J. H. Rutherford, Ruth- 
erford Ltd., Owen Sound, and W. H. 
Williamson, Claude Neon General 
Advertising Ltd., Montreal, were 
named directors. 


Expands Radio Schedule 


Mother’s Cake & Cookie Com- 
pany, Oakland, Cal., sponsor of 
“Rationing News,” three times a 
week on Station KFRC, San Fran- 
cisco, has expanded its radio ad- 
vertising to a five-a-week schedule 
on the station’s 5 p. m. edition of 
“Last Minute News.” 


H. M. Brown Appointed 


Holmes M. Brown, formerly as- 
sistant advertising manager in the 
refrigeration division, General Elec- 
tric Company, has been appointed 
advertising and sales promotion 
manager for the Pennsylvania Rub- 
ber Company, Jeanette, Pa. 


re See: b 
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chum, MacLeod & Grove, Pitts- 
burgh. Mr. Bender has operated 
his own publicity and public rela- 
tions agency in Newark, N. J., for 
the past ten years. 


Joins Norfolk Newspapers 

Lucille P. Whitehead, formerly 
secretary to John A. Martin, 
newspaper space buyer, Mont- 
gomery Ward & Co., Chicago, has 
joined the national advertising staff 
of the Norfolk Newspapers, Nor- 
folk, Va. 


JULY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——1943 ~~ oa 1942 ——1943 1942—_ 
Pages Lines Pages’ Lines Pages Lines Pages Lino. 
GENERAL NS id ee Cte an, ae 16.3 7,012 13.4 5,731 
*Ace Fiction Group........ 5.9 1,327 11.4 2,544] Parents’ (N. Y. Metro. Ed) 35.9 15,383 39.4 16.874 
Actual Detective ......... 4.5 3,055 3.0 2,014|7Parents’ (National) ...... 33.6 14,407 36.7 15.728 
American Magazine ....... 57.9 24,842 30.0 12,886|*Personal Romances ...... 14.7 6.309 10.5 4,519 
*American Forests ....... 9.1 3,808 8.3 3,486 | Photoplay-Movie Mirror ; 
American Home .......... 24.1 15,218 18.2 11,506 Sa ee ee : 39.1 16,792 26.7 11,462 
American Legion ......... 23.2 9,951 9.1 tan Pe ee eee 21.3 9,151 17.4 7,460 
Asia and the Americas.... be 746 1.3 569 | Radio Mirror (Mac)....... 31.7 13,618 18.6 7,966 
Better Homes & Gardens.. 35.0 22,102 31.8 20,078 | Romantic Story (F)....... 35.7 15,320 19.8 8,330 
ST MEINE K a wh 5 Oa ead o 8.5 »,750 10.5 Tpke f TER COMO boc cccccccsse 13.4 9,105 12.3 8,346 
SD Se weeks we OEE ak 1.5 632 1.5 649 | Screenland Unit ........... 22.9 9,814 21.9 9,409 
Christian Herald ......... 11.4 4,868 12.4 5,299 | Screen Romances (MM)... 32.6 13,991 23.8 10,225 
LSE Bis had. 5 6 ha Ease 6 a 2.0 1,356 1.3 Se OI rig Ok a ks 2 aa 0.6 9 0-6-0 13.4 9,105 owe oe 
SE 6445445 Bh soc 62.5 26,813 44.5 19,101} True Confessions (F)..... 39.5 16,928 25.0 10,519 
*Dell Detective Group.... 9.2 3,956 10.7 4,576| True Experiences (Mac)... 33.3 14,302 21.1 9,066 
a. ee 16.4 7,036 5.9 2,557| True Love & Romance 
FS oe ee ee. 2 ee 10.6 4,547 7.3 3,151 | Og BP ee 32.6 13,977 19.6 8.400 
Esquire (National) ....... 69.3 46,557 37.3 25,056 | True Romances (Mac)..... 35.2 15,084 23.9 10,293 
we ere bs% 7.6 9,251 7.3 4,989 | True Story ........... 42.8 18,369 29.4 12,604 
Fawcett Men’s Group...... 6.5 2,803 5.9 7 8 bs) A ee ee or eer 63.7 40,228 31.4 19,842 
eo... EP ES ere 138.0 87,216 96.7 Gk RR ee 17.9 7,699 21.9 9.405 
Front Page Detective..... 9.0 3,877 10.6 4,542| Woman's Home Companion 50.0 34,008 35.9 24,386 
*Grade Teacher, The..... ea) Wales coe. ete - 
*Guide Detective Unit..... 4.5 3,060 2.9 1,992 ek .,. eae 1,107.6 548,283 788.7 390,462 
oe | 18.8 11,877 16.6 10,496 STANDARD 
House & Garden......... 19.3 12,164 12.2 7,710| American Mercury 8.8 1,606 10.3 1,869 
*Improvement Era ....... 14.0 6,006 14.0 6,006 | Atlantic Monthly ......... 38.0 15,960 35.0 8,326 
NN a a bees 5 ete & er ion 'y ect? s Harpers Magazine ........ 34.9 8,302 20.3 4,824 
Macfadden Detective Group 9.5 4,087 5.3 2,283 - 
Mechanix Illustrated ..... 33.7 7,549 20.5 4,580 re 81.7 25,868 65.6 15,029 
8+*Moose Magazine ....... sas.) aneee 8.2 3,527 OUTDOOR 
CRIOter TOMEI 2 occ cceuss 88.9 38,160 59.6 25,569 | American Rifleman ....... 27.5 11,814 22.2 9,522 
National Geographic ...... 34.2 8,127 15.7 Scar | meee & MereG@m........... 31.1 13,336 22.6 9,709 
Nation's Business ........ 43.8 18,247 35.9 15,41 Fur-Fish-Game ........... 9.4 4,039 12.0 5,166 
t*Nature Magazine ....... hak > dren 5.9 2,519} Hunting & Fishing....... 8.4 3,611 8.9 3,83 
Open Road for Boys....... 7.2 3,085 4.1 8 thee oe Se ee re eee 26.7 11,472 16.6 7,128 
Popular Mechanics ....... 61.5 13,766 49.5 ee eee 8.9 3,814 3.4 1,465 
*Popular Publications .... 10.9 2,218 11.5 S.GG8 TOUR OOTRINOM. on csc cncsen 15.6 6,709 eae 
Popular Science .......... 61.5 13,776 41.3 Oen PEE AONE isc eke ciieses 22.8 9,797 13.8 5,902 
SES eee 34.2 14,687 28.4 12,167 a 
CD. stn cia awas esses 3.9 1,685 4.9 2,102 ., we Ree ree 134.8 57,903 99.5 42,725 
Stientific American ....... 9.5 3,885 8.6 3,685 WEEKLIES—JIUNE 
PE: sts ¢e6 ds tu bans 108 13.3 5,686 9.4 4,032|*American Weekly ....... 40.5 77,090 27.2 61,919 
*Street & Smith Fiction Business Week ........... 282.3 121,096 186.8 80,122 
ER a ates Sard CUES O08 e © 4 7.6 1,708 10.5 2,352| *Christian Advocate ...... 11.3 4,742 12.0 5,054 
ca eees ahs & PRS 8 0.08 27.3 11,467 15.0 DCCC Cli vei ecnd’ aca ese 164.2 111,675 117.6 79,98 
*Thrilling Group ......... 14.8 3,322 14.8 ks shah wen oubee ee es oe 53.8 23,074 54.1 23,192 
em & COUNERe «i. a0 css. 46.5 31,251 22.5 Re | lt | re 59.6 25,582 68.9 29,583 
3. .5 MERE EOTCET Cr Crees 2 129 3.3 SE, ng 6 ed 0s oa seve 40.5 17,375 20.5 8,789 
t7Woodmen of the World ms - | aaa 1.8 Ai Bra a tte eR on ate kt 13.0 11,136 8.8 10,139 
a Er. ee 53.6 33,891 33.3 21,046 | Liberty eae ee Cale 55.5 23,805 46.5 19,959 
— I iE BS es mers 6 ahd kc gic Sew 211.5 143,811 244.1 165,969 
-., get 1,131.7 531,544 804.8 373,398 | Look OTT TCEeL Tere 112.1 76,245 49.1 33,394 
WOMEN "Newsweek ..... eiekean 262.8 110,382 159.6 68,469 
J Be 3. 1,310 2.8 1,219|*New York Times......... 55.0 55,005 37.7 37,672 
8 4 EAnatie oss 20.9 8,971 9.9 SPURL OW TOTES ccscccvcvess 176.4 75,693 138.5 59,413 
OS re ee eee 17.7 7,574 7.5 REE. Pik edewed op dbs ws dus o © 7.1 4,847 4.0 2,720 
Good Housekeeping ...... 74.2 31,834 59.4 25,498 | Saturday Evening Post.... 232.2 157,903 203.9 138,661 
Harper’s Bazaar .......... 45.9 30,834 24.2 16,287| This Week Magazine...... 45.8 38,908 34.9 29,662 
OT Pa ee eee 9.0 6,812 6.5 Pe.  . eee nn kdew sa ees ou 6 5 273.9 115,055 251.9 108,044 
ie og ge tg eee soe 823=— a hae 25.7 10,778 | *United States News...... 168.7 70,845 76.5 32,824 
rrr ee et cee 11.0 7,489 11.1 7,570 
Ladies’ Home Journal..... 58.1 39,501 46.2 31,445 mene GOED | wkawccesd 2,266.2 1,264,269 1,742.7 985,568 
DERGOEROIBOLIO © ok cobs Wewss os 65.7 28,201 28.0 12,016 | ——__ 
og ee ee 41.9 28,521 37.4 25,444 *Figures received from Publisher. 
Modern Romances (MM).. 29.7 12,735 25.4 10,880 +Figures not included in total. 
Modern Screen (MM)...... 32.7 14,036 27.5 11,785 ‘No July or August issues. 
Motion Picture (F) ....... 38.8 16,631 26.4 11,072 2June-July issues combined. 
ag) a! | rr rr 16.8 7,225 13.5 5,792 *Figures not received to date. 
5*Movie Radio Guide...... 9.2 6,234 10.7 7,289 ‘Combined with Motion Picture. 
*Movie Stars Parade...... 16.5 7,083 13.4 5,731 51943 a monthly; 1942 a weekly magazine. 
Movie Story (CF) .cciwacees 37.8 16,202 26.8 11,260 *1943 four issues; 1942 five issues. 
= 
7 
] uly M agazines Bender Joins Agency Starts Kemper Agency 
. ° _A. L. Bender has joined the pub-| Don Kemper has resigned from 
Register 34.3% lic relations department of Ket- 


the local retail advertising depart- 
ment of the News, Dayton, O., to 
establish his own advertising 
agency known as Don Kemper & 
Associates Advertising Agency, with 
offices in the Keith building, Day- 
ton. 


Calo Renews Program 


Calo Dog Food Company, Oak- 
land, Cal., has renewed its 15-min- 
ute weekly program, “The Pet Ex- 
change,” for 52 weeks over Station 
KFRC, San Francisco. 
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KECA 


‘OF LOS ANGELES. 


get 


to your prospects over 
the fastest growing net- 
work station in all the 
West and at the lowest 
cost, too. It’s the Bargain 
Buy of the Nation’s 3rd 
major market! 


BLUE NETWORK AFFILIATE + FREE & PETERS, inc., Notional Representatives 
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Advertising Age, July 19, 1943 


Jone Down Copy on 
‘Dream Products, 
Valenstein Urges 


Advises Immediate 
Campaign to 
Reeducate Public 


New York, July 14.—The entire 
advertising and selling field has 
seriously erred in preparing the 
American public to expect radically 
new products when the war ends, 
and a campaign to correct such ex- 
pectations should be inaugurated at 
once, Lawrence Valenstein, presi- 
dent of Grey Advertising Agency, 
declared in a New York Times in- 
terview. 

He said there is still time to ob- 
literate from the minds of consum- 
ers their rosy dreams of postwar 
models, adding that “through some 
lack of foresight or vision, manu- 
facturers have permitted the public 
to get conceptions of postwar prod- 
ucts which are impossible of attain- 
ment in the immediate postwar 
period. 

“This development started during 
the World’s Fair when manufactur- 
ers dramatized their displays with 
laboratory techniques which were 
very far from translation into 
commercial applications but which 
impressed the public,” Mr. Valen- 
stein said. 

“Now the advertising of manu- 
facturers and suppliers and ‘blue 
sky’ articles in periodicals have 
painted a dream world of postwar 
products that will take many years 
to achieve,” he continued. 


“Must Undo Damage” 


The job now is to undo the dam- 
age that has already been done, on 
the assumption that industry will 
have at least another year in which 
to educate the public to the fact 
that new and radically changed 
products cannot come rolling off the 
production lines as soon as hostili- 
ties cease. It is not too late to be- 
gin this educational campaign, Mr. 
Valenstein declared. 

The public should be told that all 
new products entail a considerable 
period of trial and error. Manufac- 
turers of civilian products will 
need several years, at least, to test 
their new products and eliminate 
the “bugs” which are bound to crop 
up in all new developments, the 
agency executive said. 

Manufacturers stress two major 
reasons for returning to 1942 mod- 
els when the war is over. One, the 
pressing need for quick reconver- 
sion to hold unemployment to a 
minimum; and two, the obligation 
to distributors, stores and public to 
get civilian merchandise flowing as 
rapidly as possible. 


Variations Necessary 


Mr. Valenstein asserted that 
manufacturers talking along such 
lines must give the public some- 
thing new; some variations in re- 
frigerators, cars and radios are 
necessary not only to prevent a re- 
vulsion of feeling against manufac- 
turers but also to create a buying 
urge, especially among those who 
are satisfied with present models. 

Industry will encounter a new 
nd hard-headed market among 

omen whc have been working in 

ants, acquiring mechanical skills, 

id with that, a more realistic ap- 

oach to quality as against style 

d appearance, Mr. Valenstein 

ntinued. These women will want 

know more about the products 
ley buy, and manufacturers will 
ave to give many more quality 
uarantees than in the past. 

But industry can also make a 

‘rious mistake in believing that 

ie public will wildly clamor for 
ny type of products in the post- 
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($4.63 per page per thousand) 
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war period and eagerly snap up 
1942 models, Mr. Valenstein em- 
phasized. 

“The fact is overlooked that as 
yet we have had no complete 
breakdown of the civilian supply 
structure,” he pointed out. “In the 
two or three years prior to our 
actual entrance into the war, out- 
put was at record-breaking propor- 
tions and if it had hit those figures 
for so many consecutive months in 
normal months, a slump would 
have followed.” 

In conclusion, Mr. Valenstein said 
that up until this year warehouses 
and stores have bulged with prod- 
ucts, and manufacturers will still 
have to do considerable selling in 
the postwar period unless the war 
drags out for years, and they will 
have to give the public some plus 
value on 1942 models, if they ex- 


Elected to AFA 


The following have been elected 
to membership in the Advertising 
Federation of America: Mars, Inc., 
and Prairie Farmer, Chicago; A. 
Hollander & Son, Newark, N. J.; 
Heywood-Wakefield Company,}| 
Gardner, Mass.; Lebanon News| 
Publishing Company, Lebanon, Pa.; | 
and Chester C. Moreland Company, 
Cincinnati. 


Ad Calls for Bottles 


With production limited only by 
its ability to obtain enough bottles 
and closures, Irene Blake Cosmetics, 
New York, placed a small adver- 
tisement in the New York Times 
July 11, offering to purchase one 
million bottles of different sizes for 
cash. The company is a national 
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| cream dealer and were assured this 
| would assist them in securing part- 
|time employment during the school 
jterm and full-time fountain work 


Fountain Training 
School Is Success 


Philadelphia, July 13.—To offset 
the shortage of skilled “soda-jerk- 
ers” and stimulate interest in foun- 
tain management, Supplee-Wills- 
Jones Milk Company, affiliate of 
National Dairy Products Corpora- 
tion, this spring founded a Sealtest 
Fountain Training School which 
now is paying dividends to Supplee 
and its dealers in the current hot 
spell. 

A free course of instruction, run- 
ning on three successive Saturdays, 
was featured in two-column adver- 
tisements in high school newspapers 
in the Supplee trading area. Stu- 
dents enrolling for the free course 


during summer vacations. 

N. W. Ayer & Son, the Supplee 
agency, feels that the school also 
accomplished a second purpose— 
that of educating the youngsters on 
the food values of dairy products. 
The company may adopt the train- 
ing school as a permanent part of 
its program. 


Six Directors Elected 

Six executives of Industrial Pub- 
lications, Chicago, who have been 
elected directors, are M. P. Driscoll, 
R. G. Smith and F. A. Guignon, 
vice-presidents; H. V. Kaeppel, ex- 
ecutive editor; C. R. Lacey, secre- 


pect to move goods smoothly. 


distributor of Irene Blake leg lotion. 


were awarded diplomas to show 
their neighborhood Sealtest ice|business manager. 


The B-17 Is Built to Do 
a Job—and Does It! 


The efficient performance of our great Flying Fortress 
has won the admiration of the entire world. Especially 
do our enemies respect its death-dealing ability. Its pres- 
tige in the air is no accident. It is the result of skillful 
engineering plus thorough training of the men who op- 
erate them. The B-17 has been designed and engineered 
to do a particular job. It does that job with deadly ac- 
curacy. The B-17 hits the target. And when it goes into 
action it makes news——- WAR NEWS! 


Today there is nothing more important to thinking San 
Franciscans than WAR NEWS. That’s where The Call- 
Bulletin takes over the controls. 


The Call-Bulletin has been designed and engineered to 
bring that WAR NEWS — not tomorrow, but today — 
when news happens and as news happens. 


The Call-Bulletin brings WAR NEWS to thousands of 
readers, efficiently and accurately. Two of the greatest 
news gathering agencies in America, the International 
News Service and Associated Press, bring NEWS from 


REPRESENTED NATIONALLY BY PAUL BLOCK 


every battle front. I.N.P. Sound Photos and A.P. Wire- 
photos flash war PICTURES from every quarter of the 
globe with the speed of light. 


San Franciscans prefer a NEWS newspaper, as shown by 
the popularity and prestige they give The Call-Bulletin. 


Advertisers have shown a high regard for these same 
San Franciscans by the advertising responsibility they 
have placed on The Call-Bulletin. 


The reason is simple. The Call-Bulletin has been built 
to do a job and does it. It does not scatter its effective- 
ness. It hits the target with B-17 efficiency in San Fran- 
cisco, where the greatest Effective Buying Income is con- 
centrated. With San Francisco’s increase in pepulation 
and industry not only tremendous but a permanent de- 
velopment — and The Call-Bulletin circulation greater 
than ever in the same concentrated area, it means sure 
“hits” for advertisers. 


) >” ° 
San Pranctsce 


CALL-BULLETIN 


The STEEP Paper \ peed in a EXOUIPISN Market 
~~. . .— 


and ASSOCIATES 


tary; and J. H. Van Deventer Jr., 
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Inspirational 
Theme Gains in 
National Copy 


Also Most Effective 
of Six Themes 


Studied, ANA Reports 


New York, July 14. — National 


advertisers are turning in greater | 


numbers to the inspirational theme 
in their copy, and in terms of visi- 
bility and readership this was the 
most effective of six themes studied, 
it is reported in the “Quarterly 
Readershi# Survey of Magazine 
Advertising, Number 2,” prepared 
for the Association of National Ad- 
vertisers by Daniel Starch and Staff. 

The purpose of the survey is to 
measure the ability of various ad- 
vertising themes used in current 


|consumer magazine advertising to: 


(1) Attract attention; 

(2) Get thorough readership. 

The current survey gives an anal- 
ysis of the findings of nearly 4,000 


|advertisements covering all adver- 


tising of one-half page and larger 
appearing in 15 mass circulation 
magazines. 

All advertisements are classified 
by product or nature of business, 
and by major advertising theme. 
The themes are divided into (1) fu- 
ture appeal, (2) inspirational, (3) 
straight product, (4) product with 
a war slant, (5) war production, and 
(6) conservation. Tabulations by 
product are given showing the rela- 
tive interest in these various adver- 
tising themes and the comparative 
interest on the part of men and 
women. The products include auto- 


motive, clothing, food, insurance, 
tobacco products, alcoholic bever- 
ages, etc. 


Compared with Previous Study 


Comparisons are also made 
against the results of a previous 
study based upon 4,583 advertise- 
ments appearing in the last three 
months of 1942. 


The report states, in part: “This 
report is intended to show first, 
what the status of war theme ad- 
vertising is currently and second, 
what the trend of war theme adver- 
tising has been since last Septem- 
ber. The following six conclusions 
may be drawn from the study: 

“(1) The future appeal is not im- 
portant in total number of adver- 
tisements. In_ effectiveness this 
theme is somewhat below par and 
shows a declining trend. 

“(2) The inspirational theme 
shows a gain in number of adver- 
tisements—the over-all picture in 
terms of visibility and readership 
shows that this is in general the 
most effective theme of the six stud- 
a especially in thorough reader- 
ship. 

“(3) Straight product advertising 
showed an important decline in vol- 
ume between the two quarterly pe- 
riods. 

“(4) Product with a war slant. 
This classification shows a_ gain 
from 23.1% to 29.9%. 

“(5) War production advertising 
shows a drop from the September 
study to the October-December 
study. In the January-March period 


there was a reversal of trend. 

“(6) The use of the conservation 
theme in advertising showed a drop 
from September to October-Decem- 
ber. The figures then apparently 
stabilized. About one in every 20 
magazine advertisements now em- 
ploys this theme. . . . In general, 
however, it appears to have the 
least popular interest of any of the 
six themes studied.” 


Deal with Performance 


In speaking of the volume, R. B. 
Brown of Bristol-Myers Company, 
and chairman of the ANA magazine 
committee, says, in part: “It should 
be stressed that these studies do not 
deal with opinion, but solely with 
performance. In other words, peo- 
ple are not asked which advertise- 
ments they prefer, but what they 
actually did while the magazines 
were in their hands.” 

At the ANA wartime meeting in 
November, 1942, T. Mills Shepard 
then of Daniel Starch and Staff, 
presented the results of a study of 
1,243 advertisements which ap- 
peared in the September, 1942 issues 
of national magazines. That presen- 
tation aroused so much interest the 


RENTED AREA 
1925 ° 21,000 000 sq. ft. 
1943 . 54,000 000 sq. ft. 


GAIN IN so. FT. IN 18 YEARS. 157% 


RENTED OFFICE SPACE IN 
MANHATTAN 


From a survey representing 75% of the total 
valuation of all Manhattan office buildings 


e 


corporations, you would find 


production goes on. 


war production. 


And after the war? 


XCEPT that America was at peace, the New York of 1925 

did not seem very different from New York today. World 
War I was well over and done with, and Global War was not 
even a cloud in the sky. But New York—already counted great 
among the cities of the world—was on its way to an infinitely 
larger role in the nation and the world. Between 1925 and 1943, 
Manhattan’s rented office space increased by 157%. 


Today, if you were to check a roster of America’s 100 leading 


ninety-three of them with either 


headquarters or branch offices in New York. Today, all of these 
companies—and thousands more—are engaged actively in war 
work. It is in New York’s office skyscrapers, in many instances, 
that the planning and administration of America’s miracle of 


Although New York City leads all others in value of manufac- 
tured products, the 1,600,000 business management workers in 
the New York metropolitan area outnumber those employed in 
all manufacturing industries combined. Going up and down the 
high speed elevators of New York’s skyscrapers are hundreds of 
thousands of men and women who wouldn’t know a drill press 
from a bolt cutter but who, nevertheless, are giving every moment 
of their working time—and hours of overtime—to America’s 


As world awareness is added to national consciousness, more and 
more American industries will establish headquarters in what is 
destined to be the world’s business management center. 


The men who run the global business of tomorrow will need day- 
to-day contact with the minds that create the world pattern in art, 


science, politics as well as economics. More and more of the great 


business and industrial enterprises of the nation will be added to 


the distinguished list of American companies who have found cen- 


tralized management from New York to be a prime element in the 


efficiency and expansion of their industries. 
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Second Annual 
EMERSON-ELECTRIC 
WAR-PRODUCTION REPORT 


$52,809,704 


Via full pages in newspapers, Emerson 
Electric Mfg. Co., St. Louis, last week 
gave its second public accounting of the 
spurt in its wartime production, with a 
chart to make the advance easy to 
understand. Anfenger Advertising 
Agency handles the account. 


ANA magazine committee decided 
it would be fruitful to have a con- 
tinuing study along the same line. 
Mr. Shepard and Daniel Starch and 
Staff agreed to prepare the figures 
under the direction of a sub-com- 
mittee of the ANA magazine com- 
mittee. 

It was decided to compile reports 
quarterly in order to get more prod- 
uct breakdowns and come closer to 
telling an advertiser what is hap- 
pening to his own advertising, by a 


| study of the performance record of 


the themes used by other advertis- 
ers in his product classification. 


Classifications Enlarged 


“Since the first study we have 
considerably enlarged the classifi- 
cations,” G. S. McMillan, secretary 
of the ANA, said. “Thus, automo- 
bile is now broken down separately 
into auto and truck, tires, petroleum 
products, accessories; household 
supplies and equipment is broken 
down into durable and non-durable; 
toilet goods and cosmetics is broken 
down into toilet goods, cosmetics, 
toilet soaps; insurance is broken 
down into life and casualty; etc.” 

Members of the ANA magazine 
committee, in addition to Mr. 
Brown, are: E. B. Bedford, Oneida, 
Ltd.; R. H. Bennett, General Foods 
Sales Company; Elon G. Borton, 
LaSalle Extension University; Ar- 
thur H. Boylan, Drackett Company; 
Gordon E. Cole, Cannon Mills; C 
J. Coward, Nash-Kelvinator Cor- 
poration; Harold L. Curtis, Shell Oil 
Company; K. B. Elliott, Studebake: 
Corporation; A. N. Halverstadt, 
Procter & Gamble Company; H. J. 
Henry, Johnson & Johnson; B. W. 
Matthews, Centaur Company; L. E 
Meyer, International Cellucotton 
Products Company; Geo. E. Mosley, 
Seagram-Distillers Corporation; D 
J. Murphey, Metropolitan Life In- 
surance Company; G. Edward Pen- 
dray, Westinghouse Electric & Mfg 
Company; W. B. Potter, Eastma: 
Kodak Company; Ralph Robertsor 
Colgate-Palmolive-Peet Company 
A. W. Sherer, National Biscuit Com 
pany; F. T. Tucker, B. F. Goodric! 
Company; H. M. Warren, Nationa 
Carbon Company; O. L. Westgate 
Atlantis Sales Corporation; R. A 
Whitney, Corning Glass Works. 

This 52-page study is publishec 
by the Association of National Ad 
vertisers, 285 Madison Ave., New 
York 17. Copies for non-member 
are priced at $3 each. 


Joins Dun & Bradstreet 

T. Mills Shepard has joined th« 
newly-created marketing researc! 
division of Dun & Bradstreet, Nev 
York. He was formerly vice-pres 
ident and general manager © 
Daniel Starch and Staff, New York 
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“Wo Burton Browne client 
has CJ competitof wi ith 
| better advertising” 
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Admen in the 
Armed Forces 


Lieut. Comdr. 
Holman Faust, 
USNR, who has 
iyst Deen pro- 
moted from the 
rank of lieuten- 
ant, is attached 
to headquarters 
of the ninth na- 
yal district at 


Great Lakes, IIl., i © 
gs officer ing € 
charge of radi A | 

under Lieut. 
Comdr. Roger Q. 
White, district 
public relations 
officer. Lieut. Comdr. Faust, a trus- 
tee of the Chicago Radio Manage- 
ment Club, is on leave from Mit- 
chell-Faust Advertising Company, 
Chicago, of which he is a vice-pres- 
ident and director of the radio 
department. 

Robert M. Dillet, copy chief of 
Wm. Jenkins Advertising Agency, 
Philadelphia, is now in Army basic 
training at Gulfport, Miss. 

Clement E. Brooks, in the media 
department of N. W. Ayer & Son, 
Philadelphia, has joined the armed 
forces. 

Noran E. Kersta, manager of 
NBC’s television department, has 
been commissioned a lieutenant in 
the Marine Corps. 

John E. Finneran, general sales 
manager of Gooderham & Worts, 
Detroit, has reported for active duty 
as lieutenant (jg) in the naval re- 
serve. 

Ralph S. Ecoff, formerly produc- 
tion manager and more recently 
account executive of Oswald Ad- 


Lt. Comdr. Faust 


vertising Agency, Philadelphia, is in| 


the Army, stationed at Camp Ed- 
wards, Mass. 

Douglas S. Clark, who joined Sea- 
gram Distillers Corporation last Au- 
gust as assistant to George E. Mos- 
ley, advertising manager, has joined 
the Army. 


Women Getting 
Help with Many 


)Wartime Problems 


New York, July 13.—The contri- 
butions of advertisers during the 
past six months to help women 
cope with problems in the line of 
food, household equipment, deco- 
rating, child care and personal care, 
are outlined in a new illustrated 
booklet called “This Woman Is Get- 
ting Help,” issued by McCall’s as 
a sequel to “This Woman Needs 
Help,” which urged cooperation of 
advertisers, agencies and women’s 
service magazines to help women 
adjust themselves to wartime living 
conditions. 

Editorial answers to questions 
asked by many of the magazine’s 
readers are included in the presen- 
tation. 
lems in the various branches of 
homemaking that have confronted 
women since war came to this coun- 
try, and with the new angles to old 
problems that continue to crop up 
month by month. The help given 
women in meeting the government’s 
orders on subjects vital to house- 
Wives is also outlined. 

Representative advertisements of 
manufacturers, highlighting helpful 
and informative service copy, that 
have appeared in McCall’s during 
the past six months since “This 
Woman Needs Help” was published, 
are featured in the book. 


Burkland Joins WTOP 


Carl J. Burkland has been ap- 
Pointed general manager of the 
CBS station in Washington, D. C., 
Whose call letters have been changed 
from WJSV to WTOP. He succeeds 
A. D. Willard Jr., who has become 
seneral manager of Station WBT, 
Charlotte, N. C. 


STRIPS FOR 
ACTION! 


or ELEVEN YEARS we have 
oecialized in the production 
f rayne | strips and car- 
oon artwork for leading ad- 
ertisers and agencies— 


Johnstone & Cushing 


55 East 44 Street, New York City 
MUrray Hill 2-6236 


These deal with new prob-| 


‘Post’ Names Schwartz 


Herbert A. Schwartz Jr. has been 
appointed assistant publicity man- 
ager of The Saturday Evening Post, 
Philadelphia. For the past year and 
a half Mr. Schwartz has been as- 
sistant publicity director of the New 
York War Savings Staff of the 
Treasury Department, and previ- 
ously was with Earl Ferris Associ- 
ates and the United Press. 


Safeway Buys Plant 


Safeway Stores, Inc., Oakland, 
Cal., has purchased the Nebraska 
Beef Company, Omaha, large inde- 
pendent packing plant. Almost half 
of the meat prepared at the plant 
will go to the government, officials 
said, with the remainder to be taken 
by the chain’s stores. 


Blatz Increases 
Its Magazine List 
for ‘43 Campaign 


Milwaukee, July 13. — Blatz 
Brewing Company this year is en- 
gaging in its biggest advertising 
campaign in history, the company 
recently told distributors, with an 
increased magazine list, major 
newspapers and outdoor advertising 
in many markets. 

The all-inclusive campaign is de- 
scribed to branches, executives, 
distributors and prospective dis- 
tributors in a special eight-page ad- 
vertising issue of the “Blatz News 
Bulletin.” 

Expanding its magazine list from 
the four used last year to 14, Blatz 


plans to continue advertising 
through December in American 
Legion Magazine, Collier’s, Cos- 


mopolitan, Esquire, Field & Stream, 
Fortune, Harper’s Bazaar, House 
Beautiful, House & Garden, Lib- 
erty, Life, Town & Country, United | 
States News and Vogue. In all, half | 
a billion Blatz messages will be de-| 
livered during 1943 in these pub- 
lications alone, with half pages in 
color in Collier’s and Liberty and 
quarter pages in the remainder of 
the list. 

Copy continues to feature the 
“Good Taste” theme successfully 
used by the Milwaukee brewer last 
year. Paintings by top artists and 
Hollywood photographs were as- 
sembled to provide a_ series of 
“Blatz girls” for successive adver- 
tisements. 

The same illustrations and copy 
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are being employed in a series of 
336-line advertisements in news- 
papers to give an added sales push 
in markets where larger expendi- 
tures are justified. Panel posters 
also support the campaign. They 
are printed and released for posting 
after being given a thorough “dress 
rehearsal” at a _ poster testing 
ground near the company’s brewery. 

Hal Johnson is advertising man- 
ager of the company. Henri, Hurst 
& McDonald, Chicago, handles the 
account. 


Names Foley Agency 


Trojan Powder Company, Allen- 
town, Pa., manufacturer of com- 
mercial explosives and chemicals, 
has appointed Richard A. Foley Ad- 
vertising Agency, Philadelphia, to 
handle its account. 


F-DAVIS PUBLISHING COMPANY — 


‘ 


$40 North Michigan Avenue, Chic 
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Illinois Tech 
Finds Sales Copy 


Fills War Classes 


Chicago, July 14.— Tailoring its 
advertising campaign to meet war- 
time conditions just as its educa- 
tional plans have been adapted suc- 
cessfully to wartime needs, Illinois 
Institute of Technology expects to 
continue building enrollment in 
coming months with effective sell- 
ing copy addressed to prospective 
students. 

The institute recently completed 
a series of three advertisements in 
Chicago newspapers which broke 
with traditions long established in 
the educational field. Each adver- 
tisement presented colorful details 
in a “behind the scenes” story of a 
technical college, its facilities and 
opportunities for young men who 
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intensified technological 
training in wartime. 

The series, with such headlines 
as “War Hits the College Calendar” 
and “To War Via College,” an- 
nounced a new college curriculum 
of three 16-week terms a year, in- 
stead of the usual fall and spring 
semesters, and a short summer 
term. 

The all-out effort has proved that 
there are too few technically 
trained men and women in the 
country, one of the advertisements 
said. As a result Illinois Tech, as 
well as other accredited schools, 
was asked to augment its regular 
educational program by conducting 
short, specialized courses under 
government sponsorship. 

“But all such courses can fill only 
specific immediate needs; they can- 
not fill the nation’s basic needs for 
technological leaders in war... or 
peace,” the copy continued. “Even 
more urgently needed are men and 
women with a full engineering edu- 
cation — men and women whose 
complete college training qualifies 
them not for a simple, specific job 
but for a position of leadership and 
guidance. To help train such 
leaders faster, Illinois Tech has 
started round-the-calendar study.” 

The advertisement then describes 
briefly the day, evening and gradu- 
ate classes offered, and offers a new 
booklet useful in planning the in- 
dividual’s further education. 

The war-keyed copy follows a 


. 


highly successful series of nine ad- 
vertisements used in Chicago dail- 
ies last year, which established a 
new approach to educational ad- 
vertising. The earlier campaign 
demonstrated to the institute, and | 
others, too, that a college can ad-| 
vertise its advantages as appeal- 
ingly and effectively as an indus- 
trial organization, and at the same 
time ring the bell with good selling 
copy. 

Starting with an appropriation 
last year of about $5,000 with which 
to tell the story of the largest tech- 
nological school of its kind in the 
country, the college enrolled the 
largest number of students in its 
history. 

Other colleges liked the new ad- 
vertising copy so well that soon a 
group of schools decided to pool 
their budgets and run similar copy 
to advertise their own programs 
and educational facilities. These 
colleges included the University of 
Chicago, Northwestern University, 
De Paul University, Loyola, and 
Central YMCA. Each advertise- 
ment was signed by all five of these 
institutions, as well as the institute. 


Women Are Sought 


One of the five best pullers in the 
institute’s original series described 
women living in a_ technological 
age. Immediately the college de- 
cided to offer a full-time course in 
engineering to 50 women as an ex- 
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INSTITUTE'S 'TELL-ALL' COPY 


THE CONSOLIDATION OF ARMOUR AND LEWIS INSTITU? 


The all-out 


ciahzed co 


efiort has proved that there are 
too few technically trained men and wome: m and to enscram 


ritical situation Ihinoiw Tech, 


vonal progr 


called upon to augment its regular educa» DAR study. Instead of waiting woeil 
am by conducting short, spe I school opening chis fall, Hi 
Tech well offer this wemem 
s DAY CLASSES. the full undergrad 
program, normally not available uri! 
latter part of Seprember, will start jut 
os, EVENING CLASSES. 95 evening classes 
such courses such subjects as Arts an 


¢ Peart Harbor, in 
pver 


€ training qualihes them, 


Uz 
OF OF embitie.. 
simple, specific job, but for a worker in y whe con or 
position of leadership and guidance fond siessee only ia epeve 
Ir 1s to such persons thar this navn or aa 
ILLINOIS Sustifute of TECHNOLOGY 


To War 
Via College 


must look to win thes technolo, 


ediwed technical schools, was = Tech 


Acering, and Business 
© «GRADUATE CLASSES 
graduate classes ws 

the day and evening offerings 


Send for... 


WARTIME TECHMOLOGIC A. 
EDUCATION — Paes het ww 


3343 Federal St. + ViClery 7200 - Chicege, Mlineis 
WEXT EVEWING CLASSES START JUNE 728 
REGULAR DAY SCHOOL BEGINS JULY 6 


Illinois Tech merchandises its product—wartime technological education just now 


—with effective, appealing newspaper 


copy such as this recent advertisement. 


periment and aid to the war effort. 


The college has trained 994 women 
in a full time 10-week course for 
specific technical war jobs, includ- 
ing ordnance, engineering, drafting, 
inuustrial chemistry and industrial 
engineering. 

The institute’s current program 


INDUSTRY'S NEW WRINKLE” DEPARTMENT 


<< 


WELDING WITHOUT METAL. . 


. Using no rods, and only one-third the cost 


of shielded arc welding, a new form of carbon arc fusion welding seals 
seams merely by fusing together the metal surfaces themselves. A typi- 
cal development by MARS that offers tremendous post-war product 
betterment as well as economy. 


TEST TUBE FUSES . . . Fuse bodies for many 
types of shells were traditionally machined 
from aluminum bar stock until MARS foresaw 
the possibilities of plastics. Now molded from 
phenolic materials in a single operation, they 
save not only vast stocks of metal, but equally 
precious man-hours and machine tool time. 


’ zy ee. ee ae | teh Poe ca re 
ee ey : 
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SKINS FOR BULLETS. . . Tremendous quantities 

of solid gilding metal—90-10 brass—were form- 

erly used for rifle cartridge cases. The ingenuity 

of MARS, however, is conserving thousands of 

tons of brass by developing‘a bullet jacket 

made of steel with only a thin but equally 
. effective layer of brass. 


li « 


HUNGRY STEEL MILLS supplying armament plants demanded nickel, 
chromium, molybdenum, and vanadium for strength and hardness—far 


beyond the capacity of diminishing stock 


piles. MARS tackled the 


problem and produced equally satisfactory National Emergency steels 


with only a fraction of the critical contents. 
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BETTER, FASTER, CHEAPER . . . Look to MARS 
(Metals and Alloys Readers) for the “how-to- 
do-it.” These practical technicians—whose job 
it is to engineer and produce for war, and plan 
for peace—find the answers on improved ma- 
terials and methods in the Engineering Maga- 


zine of the Metal Industries. MARS are your 
prospects now. Sell them today, and safeguard 
your interests tomorrow. 


WHAT ABOUT TOMORROW? These developments and hundreds of others in the process of de- 
velopment by MARS are here to stay—along with the men responsible for them. Converted from 
tanks to tractors, and from bullets to better homes, the techniques and materials of today will 
serve industry with equal importance when peace returns. Are you keeping MARS posted on 


what you have to offer? 


METALS 


~ 330 W. 42nd Street, New York 


— 


includes the use of two timely 
booklets. The first tells of the ten- 
week courses open to women. The 
second, a booklet called “Wartime 
Technological Education,” is given 
as a free offer to anyone writing in 
for it, and is mentioned in the ad- 
vertisements. 


The entire program to date, 
which takes in advertisements, 
booklets and publicity, has cost 


about $10,000, which is in line with 
appropriations of other colleges in 
the same class as IIT, but these col- 
leges usually send out standard ad- 
vertising — mere listing of courses, 
with no sales message or motivation 
of any kind. 

Illinois Institute of Technology, 
formed by the union of Armour and 
Lewis Institutes, ranks with Massa- 
chusetts Institute of Technology in 
the technical training which it of- 
fers, and its educational rating in 
the technical field is comparable 
with that of Yale or Harvard 
among the liberal arts colleges. Its 
highly successful advertising may 
ultimately alter the pattern of all 
college advertising. 

Frank R. Steel Associates, Inc., 
Chicago, handles the account. Paul 
O. Redings is news director for the 
institute. 


Issues Booklets on 
Employe Morale Work 


The policyholders service bureau 
of the Metropolitan Life Insurance 
Company, New York, has _ issued 
three booklets on maintaining and 
improving morale among employes 
of industrial plants: “Planning and 
Organizing a Morale Program”; 
“Stimulating and Maintaining Em- 
ploye Morale”; and “Reducing Ab- 
senteeism Through Employe Educa- 
tion.” 

Each of the volumes, which are 
available without charge, details the 
experiences and activities of many 
well-known industrial companies in 
meeting morale problems, and will 
prove of special interest to advertis- 
ing and promotion departments. 


Heads Capital Office 


William M. Temple, who has 
been with the Insulux Products ci- 
vision of Owens-Illinois Glass Con- 
pany, Toledo, for the past eigh! 
years, has been appointed manag 
of the company’s new offices 
Washington, D. C., and will coor: 
| nate all of the company’s divisic 
| in the capital. 


Joins Cereal Institute 


Agnes Reasor, formerly on ti 
| Martha Logan test kitchen staff »! 
|\Swift & Co., has been appoint 
home economics director of the (¢ 
|real Institute, Chicago. 
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Realizing that manpower would | absenteeism; movies of actual bat-| : | important phases of h 

Stokely War = a serious problem in the plant, | tle scenes as well as on war produc- NRDGA Regional | subjects followed od Seam didi 

= he company set up a special execu- | tion themes; music over an RCA « |}sions. This is the first ional 

Food Drive Is tive committee to handle the cam-|sound installation; employes’ can- Meeting to Keynote | meeting of ie tree te ~ aa oats 

Succ — Convinced that they must/teens and other features. G Di | side of New York and, as in the 

med eSS sell the idea that Ritter’s is a good The Clements Company, Phila- ; ast, emphasis will b 1: h 

Ter place to work, they adopted prac-/|delphia, handles the Ritter account. | roup ISCUSSIONS brewdens Sncidua. ee ee 

Indianapolis, July 13.—A_ well-| tically all means of advertising, in- eee | Atlanta, Ga., July 14.—An inten- | 

planned campaign to help the com-| cluding a series of full-page adver- r sive summing up of retail store op-| Talks Varied 

pany meet its share of the 1943 food|tisements in the local newspaper, Starts Insurance Series ‘erating problems in an extending | Subjects to be talked on and dis- 

production goal was credited by announcements over the radio sta- New England Life Insurance Com- | War economy, with resulting effec-| cussed by government and business 

Stokely Brothers & — last week tion, and door-to-door calls. | pany launched the first of a series|tive planning for the duration and| leaders at the meetings will in- 

with achieving excellent results. With employe enrollment built| of full-page advertisements in the| Postwar periods will keynote the|clude: “The Civilian Supply Situa- 


In order to meet its own part of|up, the company then adopted sev-| July 12 Life and July 17 Saturda,|two-day Southeastern Regional|tion”; “Getting the Goods”; “Cans 
the goal, the food canning company |eral ways of keeping the workers | Evening Post, addressed to men in| Wartime Conference of the bureau) and Can’ts under War Manpower, 


recognized that it would have to|busy and satisfied at the jobs. In-| or about to enter military service.|Of smaller stores of the National|Salary and Wage Orders”; “New 
persu: de growers to convert to|cluded were panel posters at van-| Copy gives advice about National| held here Wednesday and Thurs-|Employment Sources for Smaller 
essential war crops, and to find|tage spots throughout the 23 acres| Service Life Insurance, provided by | day, July 21-22. Stores”; “The Distributive Educa- 


some way of solving a serious man-|comprising the plant, which im-| the government for service men| The two-day program, which is|tion Program as a Small Store 
powe problem. An essential part pressed on workers the direct con- | wishing to take advantage of it, | divided into four main categories, | Training aa Employment Ally”; 
of the campaign it adopted was nection between their jobs and the | and offers a folder called “What the} will discuss merchandise, man-| “Translating the OCR Program into 
built around a_ series of 840-line | fighting fronts in supplying neces-| Service Man Should Know About| power, regulation and organization,|Store Promotion Practices’: “Sim- 
advertiserrents in newspapers of|sary food supplies; smaller posters | His Life Insurance.” N. W. Ayer &| and wartime promotions. Two or'| plified Selling’; and “Promotional 


lant cities and surrounding towns, | intended to prevent accidents and! Son, Philadelphia, i | alifi s will dis Pj ” 
xpi ning the situation and asking p on, iladelphia, is the agency. three qualified speakers will discuss' Pickups from Here and There. 


for full cooperation of farmers, 
their helpers and full and part-time 
workers in the various canning 
plants. : : 
The Stokely campaign also in- 
. cluded the organization of special 
committees. One was a_ central 
— @ manpower committee, headed by & 
= ncaa peeeabe atvcrecias tenets EATTLE ... HOME PORT 
n- Mtives, which had the assignment of A 
he working with the U. S. Employment 
be ieee ie demieing ond dntonen OF THE NORTH PACIFIC FISHING FLEET 
en fgrecruiting activities. A local plant 
in ™committee was named to work with 
d. Mm the executives in adapting the over- 
all program to local conditions. Ento the turbulent waters of the North 


: Pacific sail hundreds of rugged fishing 
ist MEN AND WOMEN boats to harvest MORE THAN HALF OF ALL 
th 

} URGENTLY NEEDED 
“EUR une 


NorTH AMERICA’S CANNED FISH PRODUCTS! 
Salmon alone is a $50,000,000 industry in 
this area. Seattle is supply base for most 
of this vast North Pacific operation. Prod- 


" : *o we? , 

4 TO HELP PACK VITAL WAR FOOD ucts of the fleet flow through Seattle, and 
ry, Se ekal aciie caine Gan here is where the fishermen own their 
nd i an an be te alae homes — where their boats are built, re- 


a- necessory. Register now, you'll be called 
@s soon os the crops ore ready to con. 


paired and provisioned. Today, as it goes 
about its regular business, the fishing fleet 
patrols Northern waters. Fishing is a 
huge industry contributing millions to 


the PERMANENT prosperity of Seattle! 


STOKELY BROTHERS & COMPANY 
INDIAMAPOLIS INDIANA 


‘Bs "Fo0 is AMMUNITION 
lg - ie 


HELP PICK IT, PACK IT 


vi 


ul And a local civic committee was 

he Borganized, including the press, wo- 

men’s organizations, farm groups, 

girl and boy scouts, and civilian 

defense members, to canvass the 

community for full and part-time 
workers. 

In addition to the newspaper ad- 

aU Bvertisements and personal contacts, 


c€@a “help plant it, pick it, pack it” 
ed Btheme has been used by Stokely on 
nd # panel posters, window displays and 
€S @ motion picture trailers. Newspapers 
id Badded strong editorial support in 
each plant city. 


n= The campaign was planned by 
b- BStokely’s agency, Gardner Adver- 
a- Btising Company, St. Louis. 


re@ RITTER CAMPAIGN 

‘¢ B BUILDS MANPOWER 

al 3ridgeton, N. J., July 13.—Dem- | 

1] nstrating that strategy isn’t con- 

s- Bined to the war fronts, P. J. Ritter 
Company, packer of Ritter catsup 
and other tomato products, months 
ago adopted a campaign designed to 
attract new workers and then keep 
them on the job. 


Collins, Miller & Hutchings 


INC. 


SEATTLE is more than one of 
America’s richest war-time markets. While it ranks wnee ab snowmen . snows cas, mane resus 
THE 


a 


among the leaders in war production, it has ample 
| resources for continued growth. Seattle has become 

; ° | America’s 18th city through development of fishing, 

, Pf oto-engravers IN Chicago | timber, agriculture, sea trade. Yet even these resources 


o 
have scarcely been touched. This remarkable city | ‘ 
deserves a substantial place in your plans — present 


d f ! The TIMES is S le’s “h - os 
caper -peibiinen in 7 out of 10 Senttie  onelaa SEa TTLE Times 


Seattle, Washington 


{] North Michigan Avenue: 
Franklin 9854 


Represented Nationally by O'Mara & Ormsbee, Inc., New York, Chicago, San Francisco, Los Angeles 
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Hardware Dealers Hang on 
as Sales Begin Decline 


Less Than 3°, Bow 
Out as War Cuts Into 
Available Stocks 


Both the retail 
hardware trades have stood up 
remarkably well since our entry 
into the war as shown by statistics 
as of the end of March, 1943, the 
latest month for which data is 
available. 

In the period from November, 
1941, to the end of March, 1943, 
less than 3% of the independent 
retail hardware stores closed their 
doors. And among large indepen- 
dents, mortality was less than 1% 
in that period. In the same months, 
fewer than 2/10 of 1% of the whole- 
salers discontinued operations. 


and wholesale 


There has been some shrinkage in 
sales volume for both wholesale and 
retail hardware concerns during 
recent months, but the low rate of 
mortality among both dealers and 
wholesalers serves to emphasize the 
stability of the trade. Among re- 
tail stores that closed were many 
that were operated by corporations. 
Although these concerns liquidated 
their merchandise stocks they did 


equipment starting months prior to | 
the Pearl Harbor attack, both retail 
and wholesale hardware firms have 
long been subject to merchandise 
pinches of varying degrees in a 
wide number of hardware and allied 
lines. 


Stock Varied 


These independent stores carried 
in their stocks such merchandise as 
builders’ and shelf hardware; me- 
chanics’, plumbers’, carpenters’, 
electricians’ and other specialized 
lines of tools; power tools; farm and 
garden tools, equipment, imple- 
ments and appliances; paint and 
related lines; athletic goods; auto- 
motive, mine, mill, factory, electri- 


BIG NEWS! 


Gs Gp Dest Prete 
—s . 


OOD PRODUCTS 


roca] member 
1= in the Field 


INVESTIGATE 
Woobd Proouc AY 


431 S. Dearborn St., Chicago, ill. 


This is the ninth of a series of articles analyzing changes 
in the distribution situation which have developed because of 
wartime conditions and presenting a glimpse of postwar trends 
Presented herewith is the third of four arti- 


in various lines. 


cles discussing various aspects of the 


Hardware and paint fields are considered in this 


picture. 
article. 


“housing” distribution 


not in many instances dissolve their 


corporations since they plan to 
reopen for business in the postwar 
period. 


Many Lines Hard to Get 


With priorities, allocations, freeze 
orders and switching of hundreds of 
plants from civilian goods manu- 
facture to the production of war 


elty \ goods; 


cal, builders’ and boat supplies; 
home and industrial electrical, gaso- 
line, oil and coal appliances; plumb- 
ing and heating appliances and sup- 
plies; housewares—including china- 
ware, woodenware, copperware, 
brassware, aluminumware and nov- 
bicycles; toys; lawn, 
garden and farm seed; wallpaper; 
harness; bolts, nuts, screws, rivets, 


-ART-BECON 


both in fashionable Kansas City homes and in friendly, well- 


PRESENTING 


of the Hapa 


It's a happy kitchen, for the hearts of housewives — 


ee 
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Table I 
Changes in Number of Independen} 
Retail Hardware Stores 


Sales of $30,000 Sales Under Tota! No, 
and Over $30,000 of Stores 
nw aa 10,241 23,708 33,949 
EE ns wéensab asin’ 10,003 23,122 33,125 
fos vakeuakbockas 9,967 23,054 33.02) 
SE, nw ictedseeessbaus 9,951 22,972 32.922 
I ii a eS ac 0 9,903 22,867 32.779 
on Na ac doi Sine ans 9,959 22,073 32,022 


From Nov. 26, 1941, to March 31, 1943, there was a decline in numbers 


of 2 9/10%. 


nails; fencing and numerous variety 
store lines, etc. 


Drop in Number of Stores 


Referring to Table I, note that 
there were 33,949 independent retail 
hardware stores as of Dec. 13, 1940, 
just 51 weeks prior to the Pearl 
Harbor attack. This number had 
dropped 2.7%, to 33,021 stores, by 
Nov. 26, 1941. From Nov. 26, 1941, 
to March 31, 1943, total closings 
were slightly more than 2.9%, a 
decrease of 989 stores. In the same 
chart note that as of Nov. 26, 1941, 
there were known to be 9,967 stores 
having annual sales volumes of 
$30,000 or more per year and that 
only 8 of these stores had discon- 
tinued business by March 31, 1943. 
Of the stores with sales volumes 
under $30,000 per year only 4.3% 
were closed in the same period. 
Note, too, that there was a gain of 
56 in the number of stores doing a 
business of over $30,000 annually, 


— 


so that the drop in stores under 
$30,000 was partially due to better 
sales of some stores. 


Changes in Retail Sales Volume 


With their expanded stocks — 
built up steadily in prewar years. 
as shown in Table V—wholesale 
hardware distributors were in a po- 
sition to help many independent re- 
tail dealers to continue to get even 
scarce items for some months after 
we entered the war. As indicated 
in Table V, wholesalers’ inventories 
“continued to be above those for the 
same month of the year previous 
until the end of May, 1942. In nor- 
mal times a large majority of the 
independent retail hardware dealers 
depends for merchandise primarily 
on the stocks of the wholesaler, and 
this condition has become more 
widespread as manufacturers’ stocks 
gave out. 

Retail dealers’ 
increases of 


sales had shown 
varying percentages 


Table II 
Changes in Number of General 
Wholesale Hardware Houses 


Date 
i 
> Pee 
Fe 
SN Rs vd a ood ene 
i | eee 
SS eee 


of slightly more than 1/10 of 1%. 


From Nov. 26, 1941, to March 31, 1943, there was a decline in numbers 


kept farmhouses — belong to KMBC’s Nancy Goode. 


‘That this participation program is another KMBC success reflects the 


sound reasoning that programs in the ‘Heart of America’’ 


must take into account both sides of the story — that 51% of the population 


resides in cities, 49% on farms. Today, with copy themes of 
food shortages and marketing restrictions as added 


reasons for increased tune-in, the plus buy in any 


market is a good homemaker participating program — 


and one of the best, recognized as such for years, 


Meet Kitty—Kitty from Kansas 
City! She speaks for the feminine 
urban 
population in the “Heart of Amer- 
ica” —all “sweethearts” of KMBC. 


thousands 


of that 51% 


is the Happy Kitchen over KMBC. 


KMBC 


OF KANSAS CITY 


FREE & PETERS. INC. 


= 


Meet Aunt Polly—you'll find 
her on thousands of prosperous 
farms that depend upon KMBC 
for the only complete rural pro- 
gramming service in this area. 


over the other two Houston 


latest Hooper breakdown by 


Keenly competitive today is the bakery business in Houston... 
and the boys with the dough are promoting their bread brands 
most consistently and heavily over KXYZ. In fact, more bakers 


— national and local — are using more time over KXYZ than 


stations combined. The reasons: 


excellent Hooper ratings, choice availabilities and attractive 


rates. Ask your Branham man for facts and a look-see at the 


quarter hours. 
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yntil the end of June, 1542, when 
sles were only 4% over June, 1941. 
in October, 1942, retail dealers’ sales 
_gain Showed an increase over sales 
for the same month of the previous 
vear. Since November, 1942, retail 
< declines varied from a low of 

inder to a high of 11%, the 
entages of decline having varied 
shown in Table 3. With all of 
their monthly declines in 1942 the 
reporting independent retail hard- 
ware dealers’ cumulative sales for 


Table III 
Sales of Independent Retail 
Hardware Stores, as Compared 
with the Same Month of the 
Previous Year 
1941 


Aug., up 25% Nov., up 21% 


Sept., up 32% Dec., up 27% 
Oct., up 24% 

1942 
Jan., up 40% July, down 2% 
Feb., up 36% Aug., down 2% 
Mar., up 34% Sept., down 1% 
Apr., up 22% Oct., up 4% 
May, up 1% Nov., down 1% 


June, up 4% Dec., down 4% 


FOR THE ENTIRE YEAR, 1942 
SALES EXCEEDED 1941 BY 9% 


1943 


percentage of decline than for the| Table V 
28%, month in 1942, the rate being Inventories of Hardware Whole- 
, : salers, as Compared with the 
Mortality Among Wholesalers Same Month of the Previous 
As of Dec. 13, 1940, there were Year 
listed a total of 487 general whole- | 
sale hardware distributors in ae | 1941 


only six of these had gone ‘out of | | Sept., up 17% 
business. A list summary dated | Oct., up 19% 
April 16, 1942, showed five more | 

wholesalers had been dropped from | 290 

it. The totals remained at 476 as oon po ae, 
of March 31, 1943, a decline of 0.2%. 


Dec., up 21% 


1942 


July, down 9% 
Aug., down 13% 


Mar., up 11% Sept., down 18% 
Mortality among wholesalers in| aa. up 5% Oct., down 23% 
traced from Dec. 13, 1940, up to| May, up 1% Nov., down 27% 
March 31, 1943, in Table II. June, down 4% Dec., down 30% 
In addition to the general whole- 
sale hardware houses enumerated in 1943 
Table II there are other wholesale | Jan., down 30% Mar., down 29% 
distributors in the field. These in-! 


Feb., down 27% Apr., down 28% 


clude houses distributing heavy | 
hardware chiefly to government | 
agencies, railroads, mines, etc. Then 
there are the mill supply distribu- 
tors, which in some instances are 
also wholesale hardware distribu- 
tors or large retail hardware dealers 
as well. These types of distributors 
are not included in the summaries 
in this article. Wholesalers, within 
the terms of this article, are those 
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General Hardware Picture 


The hardware store is as old an 
institution —on this continent — as 
the United States of America. The 
hardware store has weathered many 
storms, in the form of wars, finan- 
cial panics and increasing and new 
forms of competition. Since the 
turn of the century the hardware 
store has been threatened by com- 


petition from mail order houses; 
department stores; chain stores; 
mail order chain stores; voluntary 
chains; chain store franchise plans 
and consumer cooperatives. Alert 
hardware dealers have met the 
challenges of these various types of 
competition by adding new types of 
merchandise, expanding their serv- 
ices and playing up the lines their 
competition did not handle. 

The hardware dealer it was who 


doing much of their business 
through resale to independent stores. 
In their services as wholesalers 
they issue catalogs for dealer use, 
stock merchandise, extend credit 
and in many instances provide 
merchandising helps to help their 
customers move both nationally 
branded goods and the jobbers’ own 
competitively priced private brand 
goods. 


Jan., down 11% Mar., down 5% 
Feb., down 8% #£«=Apr., down 10%) 
FOR THE FIRST FOUR MONTHS) 
OF 1943, SALES WERE 8% UNDER. 
THE SAME PERIOD OF 1942 


that year were 9% over those tor | 
the same concerns for all of 1941 

The first four months of 1943 | 
showed a cumulative drop of 8% | 
inder the same period in 1942 as | 


shown in Table III. 


Changes in Wholesale Volume | 


As shown in Table IV, wholesale | 
hardware sales from August, 1941, 
to April, 1943, 
those of the same year previous, up 
to and including the month of July, 
1942. Prior to that month the sales 
increase fluctuated with the seasons, 
as is the normal nature of both the 
wholesale and _ retail hardware 
trades, but in a general downward 
trend. Despite the fact that the 
increase in sales, comparing each 
month with the same one of the 


Table IV 
Sales of Hardware Wholesalers, 
Compared with the Same 
Month of the Previous Year 


1941 
Nov., up 34% 


as 


Aug., up 53% 


Sept., up 54% Dec., up 35% 
Oct., up 39% 

1942 
Jan., up 46% July, up 1% 
Feb., up 41% Aug., down 6% 
Mar., up 37% Sept., down 6% 
Apr., up 25% Oct., down 8% 


May, up 4% 

June, up 7% Dec., down 13% 

FOR THE ENTIRE YEAR, 1942 

SALES EXCEEDED 1941 BY 9%. 
1943 

Jan. down 16% Mar., down 7% 

Feb., down 8% Apr., 


OF 1943, SALES WERE 10% 
UNDER THE SAME PERIOD OF 
1942 


year previous, first stopped with the 
end of July, 1942, cumulative sales 
for all of 1942 topped those for 1941 
by 9%. Sales for the first four 
months of 1943 showed an average 
decline of 10% from the same period 
f 1942. 


) Changes in Wholesale Inventories 


increased whole- 
inventories were a 
boon to many retail hardware deal- 
é As indicated in Table V, 
holesalers’ inventories, although 
tuating, continued to be over the 
iparable months of the year pre- 
is until May, 1942. The rate of 
nge has since continued to fluc- 
te, reaching its greatest decline 
December, 1942, and January, 
3. April, 1943, showed a lower 


\s pointed out, 
hardware 


continued to top) 


Nov., down 11% | 


down 11% 
FOR THE FIRST FOUR MONTHS | 


za " 


aaa ae 


Floating, mile-long, self-propelled man-made islands across the 
Atlantic... combining the facilities of air fields and boat land- 
ings... what a wild dream such seadromes might have seemed 
a few years ago! Yet this is another tradition-shattering 
development we soon may see. 


Combining their ingenuity, several of America’s great steel 
corporations, ship and dock builders and a commercial air 
line are ready to go ahead with such a project. Its completion 
| would make possible ocean flights by comparatively small planes 
and bigger planes could carry more passengers or freight 


_ 7 because they could stop and refuel several times in crossing. 
| 


| 


as 0 


t7- 


America continually defies traditions in order 
to do things better, faster and for less. Thus, 
in 1935, a pioneering achievement by 
Consolidated reduced the cost of enamel- 
coated paper to the levels of uncoated 
stocks ... an accomplishment experts had 
often pronounced impossible. 


It was inevitable that Consolidated 
Coated would gain widespread acceptance. 
It made the use of coated paper practical 


unique story of reader 


Learn why advertisers get such 
phenomenol results. 7 iad 


TOOL & DIE JOURNAL 
2462 Foirmount Blvd + * Clevelond, Ohio 


for many publications, catalogs and bro- 
chures for which such paper had previously 
been prohibitive in price. 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


» CONSOLIDATED Coiled P PAPERS 
AT UNCOATED PAPER PRICES — 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Four Modern Mills .. . All in Wisconsin 


Our war economy necessarily requires us 
to save paper, and Consolidated Coated has 
several qualities which help in doing so. 


High opacity and bulk permit stepping 
down paper weight specifications without 
lowering the competitive positions of pub- 
lications and brochures in either 
printed appearance or thickness. 
Thus, by using Consolidated 
Coated, restrictions on paper 
consumption can be met with 
little if any decrease in press runs, 


“MOUS BRANDs | 
PRODUCTION Gloss 
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SALES OFFICES 
135 SO. LA SALLE ST.,CHICAGO 3 
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pioneered in retail selling of such 
necessities as gas and electrical 
refrigeration; parts for home radio | 
sets; complete radio sets; complete | 
kitchen and bathroom installations; | 
oil burners and air conditioning 
equipment as well as many other 
lines and types of merchandise. At 
one time he prided himself on run- 
ning a “man’s store.” But with the | 
increased spending by women the} 
alert hardware dealer started years | 
ago to convert his store into one) 
that not only attracted the men but | 
also interested the ladies. Gift 
shops, gadget shops, model kitchens, 
model bathrooms and other such 
displays of primary interest to 
women were among the special 
“shops” or departments he installed 
in line with the trend of the times. 
When the home workshop hobby 
began to attract many men wanting 
to get a variety of power tools, the 
hardware dealer got on the job and 
went to town with that type of 
equipment. 


Add New Lines 


With the cessation of large scale 
manufacturing of appliances, hard- 
ware dealers who had repaired such 
equipment primarily as an accom- 
modation to customers started to go 
after this business in a big way. In 
this activity they are helping the 
war effort, taking up some of the 
wartime slack and at the same time 
building up prospect lists for post- 
war selling of new equipment. 

When the introduction of new 


| kinds 


of household 
brought with it 


repair service the hardware dealer | hardware business will likely pre- 
was not daunted. Selling both mer-| fer to go in for more outside selling 


chandise and service for that mer-| and less inside selling because of 


chandise is right down his alley.| the larger earnings available. 


He jumped in on the sales of elec- 
tric, gas and oil-operated refrigera- 


tors, provided the necessary service | 


facilities for them and he will again 
jump in on the sale of new types 
of equipment that will surely follow 
this war. 


Alert to Changed Trends 


With changes in trends such as 
the shifting of population centers 
and the creation of new types of 
merchandise to replace, supplement 
or improve upon older types of 
goods, hardware dealers have found 
that practically every loss of a type 
of merchandise could be offset by 
the addition of new lines—and very 
often with a better profit and vol- 
ume picture. Since the early 1920’s 
the hardware dealer has given more 
thought than ever before to con- 
ducting a modern store with dis- 
plays that permit, encourage and 
make convenient the handling and 
examination of merchandise. 

The depletion of hardware store 
staffs by the draft and by the calls 
of defense industries has created 
problems, but they are not insur- 
mountable. Part-time students, 
older men, women and girls have 
been employed to carry on the busi- 
ness. Some of these ladies will 
doubtless stay in the retail hard- 


And 
with the vast pent-up demand for 
new appliances, radio sets and new 
types of household equipment this 
increased interest in outside selling 
will play an important part in again 
building up hardware store volume 
and profits. There will be demand 
for new and better types of homes 
creating huge markets for builders’ 
hardware, paint, household appli- 
ances and the numerous housewares 
items the modern hardware store 
carries. 


Increases Turnover Rate 


In normal times the average 
hardware dealer carried too great 
a variety of the same types of mer- 
chandise, thereby slowing down his 
rate of turnover. But the war has 
cleaned out stocks of hitherto slow 
moving merchandise, obsolete items 
and semi-luxuries. Now the aver- 
age hardware dealer has a cleaner 
stock than ever before, a good cash 
position and plenty of room for 
postwar expansion. 

As one of the principal sources of 
supply for farmers’ needs, the hard- 
ware dealer is at present helping 
farmers obtain needed equipment, 
and that heavy farm business will 
continue long after the war’s end 
since it is apparent that much of 
the civilized world is going to have 


How to get rich 
in Cleveland 


—jn 3 easy steps 


Z 
LN 


plated. 


= FILL IT WITH GOODs. 
is true that 
it in Cleveland!” 


. any goods, It 
“If it can be sold, you can sell 


4. THAT'S ALL, BROTHER! After you've 
* breathed the good word over WHK, just 
phone for the riot squad to put up the 


police ropes and hold off the hordes. 


1, RENT A STORE. It is not quite true that 
whenever a retailer puts out his hand on 
Euclid Avenue today—it comes back gold- 


3 TELL "EM OVER WHK. That's the secret 
“of selling the mostest goods with the leastest 
effort, as Cleveland merchants can tell you. 
Local retailers buy more time over WHK 
than over any other leading station. 


Put this powerful, powerful power 
to work for your product next time 
you have Cleveland on your mind. 


WHK 


RETAILERS’ CHOICE IN CLEVELAND 


Represented by 


Paul H. Raymer Co. 


large part of its foodstuffs, for years 
to come. 

As important items in his stocks 
have succumbed to the demand for 
war goods, the hardware dealer has 
broadened his field by entering into 
the merchandising of lines quite 
foreign to his thinking in previous 
years. He has gone into buying, 
selling and exchanging used house- 
hold appliances, baby carriages, 
bicycles, etc. He is selling such 
things as cosmetics, sanitary nap- 
kins, stockings, greeting cards, play- 
ing cards, cigarets, stationery, nov- 
elty jewelry, etc. These and other 
items will likely continue to be part 
of such dealers’ stocks for years to 
come. In _ fact, more hardware 
stores will carry more variety store 
goods after the war than ever 
before—for these are the items that 
build traffic. Servicemen’s gift lines 
include some older hardware store 
items and also some radically new 
ones. Hardware stores are now 
selling both the old and new things 
for such uses—and at a profit. 


Field Continues Stable 


Mortality in the wholesale and re- 
tail hardware fields has to date been 
reasonably low, as we have seen, and 
it is quite likely even a prolonged 
war will not cause excessive mor- 
tality. -It is a certainty that many 
of the stores that closed because 
their owners did not want to bother 
with red tape, etc., will be replaced 
after the war by new and finer 
hardware stores. Through the years 
bankruptcy in the hardware field 
has been a very small factor in the 
over-all picture of total hardware 
distribution. For in normal times 
the hardware store that closed its 
door was frequently reopened by 
new interests in the same stand or 
moved to other quarters in the same 
area. 


Closed Shops Expected 


That some additional retail hard- 
ware dealers and possibly a few 
more wholesale hardware distribu- 
tors will discontinue operations be- 
tween now and the end of the war 
is to be expected. More chain 
stores will enter the hardware and 


equipment ware business, after the war. Many | to depend on this country for a| 
tne problem of|of the men who return to the retail 


|ceptional stimulant 
allied lines fields but the hardware | paint business, 
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ing his lines and letting go of tho... 
that are not profit makers. 


Paint and Wallpaper Dealer; 
Holding Steady 


Paint and wallpaper dealers, , 
in a number of cases but not 
overlap the hardware field, are a 
plagued with difficulties of sup; 
but in general retailers in this f-iq 
have been far better off than th 
in most other fields, although ga 
ering clouds loom on the horizon 

Distribution of paint in the Unji.g 
States is carried on through fo. 
primary quasi-retail outlets: pa pt 
and wallpaper dealers, hardw:y.e 


stores, lumber and building m,- 
terials dealers, and department 
stores. They are referred to as 


quasi-retail because all but the last 
of these classes, and in some cases 
this class also, sell to painting con- 
tractors on a discount basis. In ad- 
dition, a considerable volume of 
paint is sold direct to contractors 
by manufacturers. 

Sales volume in the field is re- 
ported to have climbed steadily 
since 1932, with a slight setback in 
1938, and the outbreak of the war 
did not seriously affect retail paint 
volume, although shortages of rapid 
drying oils and bristles developed 
quickly. The first serious threat to 
the industry’s sales developed from 
the container shortage, but the first 
months of the war nevertheless 
found the paint dealer with satis- 
factory stocks of most of the paint 
products he was accustomed to 
stock. 


Trend to Water-Mix 


Most outstanding of the trends in 
the paint and wallpaper retailing 
fields since the advent of war have 
been the widespread increase in the 
use of water-mixed paints, and a 
corresponding increase in the 
amount of “amateur” painting, due 
not only to the fact that these paints 
lend themselves more readily to 
handling by amateurs, but also to 
the increasing difficulties of getting 
work done by professional decora- 
tors. The number and variety of 
water-mixed paints which have 
been introduced have proved an ex- 
to the retail 
but unfortunately 


dealer is meeting that threat andj|even this product may be in short 
will continue to do so by broaden-| supply, since new restrictions have 


Ewing Galloway, N. Y. 


WORCESTER, Massachusetts spends more per family 
for food than any other city of 100,000 or more in 
the United States, Worcester: $396 per family per 
year. U. S. average;-$222 — The Market Data Book 
(1943 Edition) , Advertising Publications Inc., Chicago. 


City Zone Population 235,125. City and Retail Trading Zones: 
440,770. The Telegram-Gazette blankets this field. 
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recently been put on linseed oil and 
casein, base of many of the emulsion 
qints. 

Pan the wallpaper field the experi- 
ence of dealers has been similar. 
There has been no serious shortage 
of supplies until recent months, but 
now, with orders restricting the 
amount of paper which may be used 
and the number of patterns which 
may be Offered, supply will prob- 
ably be considerably short of de- 
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UP PERISCOPE! 


Druggists Turn 
Tables-Toast 
Station Staff 


Milwaukee, July 13.—Reversing 
| the more familiar procedure of ad- 
| vertiser entertainment, the Milwau- 
kee County Pharmacists Associa- 
tion recently threw a party honor- 
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|Mr. Connolly urged the druggists 
_ to continue advertising, reminding 
them that “names forgotten are not 
easily revived, and thus thousands 
of dollars already invested in ad- 
| vertising and good will may be 
| wasted.” 


| Thomas Heads Katzinger; 


Keating Elected Chairman 
| Arthur Keating, president of Ed- 


mand. ing Gaston Grignon, general mana- ward J. Katzinger Company, Cicero, 
Dealers in the field, however N- oan sone “cman _ger of WISN, and his staff for their| Ill, manufacturer of kitchen uten- 
anticipate mo _ shortages serious 2 me teaepnoats - - work in producing the “Know Your | sils, and now producing munitions 


enough to cause them real trouble. 
On the contrary, many of them be- 
lieve that the era of amateur paint- 
ing and heightened interest in home 
decoration will be of tremendous 
yalue to them in the postwar com- 
petition for consumer dollars. They 
believe that there will be greater 
customer traffic, a higher percentage 
of sales direct to the user, rather 
than the contractor, and a broad- 
ened knowledge of paints and wall- 
papers Which will tend to further 
increase the per capita consumption 
of these products. 


Tips on House 
Organs Provided 
in Champion Book 


Hamilton, O., July 14.—Employ- 
ing the question and answer tech- 
nique, the Champion Paper & Fibre 
Company has brought out a new 
booklet emphasizing the importance 
of house magazines in welding 
management and labor and in help- 
ing preserve distributive setups 
until the war is over. 

“So you want to start a house) 
magazine” is the title of the 16-| 
page manual of information for | 
prospective publishers and editors. | 
More than 3,500 companies in the| 
United States already have such 
publications, Champion points out, 
and the rate of increase is striking 
evidence of their worth. The com- 
pany more than two years ago in- 
troduced its own magazine for 
house ‘magazine editors, “Stet,” and 
many of the questions answered in 
the new manual were asked of this 
publication. 

“Certainly not” is Champion’s 
answer to the question of whether 
it is unpatriotic to use paper, ink 
and metal which goes into the pro- 
duction of a house magazine. 

“The only abuse lies in wasting 
these materials,’ the booklet says. 
“The employe publication, in build- 
ing employe morale and informing 
the worker of the importance of his 
war production job, can help to 
speed the winning of the war. Many 
government agencies recognize the 
great value of such publications, 
and even supply them with useful 
material.” 

To the question, “Is the external 
publication important in time of 
war?” Champion answers: “Con- 
sensus of opinion is that it is very 
important. A number of such peri- 
odicals have started since the war 
to replace the now curtailed visits 
of salesmen. Companies look for- 
ward to the time when they will 
reestablish their external relation- 
ships; meanwhile they want to 
maintain a liaison with old friends 
and customers. Many such pub- 
lications report the present activi- 
ties of the company, keep the 
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LINK-BELT 


CONVEYORS... CHAINS 
ond FOWL THAME MIESIOM FQUIFmIMT 


LINK-BELT 


converoes cuains 
Prowse Teamemestrom & eurrment 


In its new series of advertisements, which began in the July issue of Modern 

Industry, Link-Belt Co., Chicago, aims at stimulating the interest of management 

in starting now to plan for more efficient production after the war, stressing the 

importance of utilizing the lessons being taught today by war-accelerated 
production accomplishments. 


Druggist Better” program broadcast 
weekly for the past year. 

| Grignon conceived the idea for 
| the show and together with Hugh 
| O’Malley, WISN promotion mana- 
ger, presented it to the pharmacists. 
| They decided to put it on a weekly 
schedule and appointed a_ radio 
committee which meets periodically 
| with WISN representatives to dis- 
| cuss the radio scripts. 

| Guests at the first anniversary 
| party included John W. McPherrin, 
editor of American Druggist, 
| Thomas D. Connolly, program pro- 
motion director of the Columbia 


Serials Exchange Times Sayres Elected to Board 


Broadcasting System, and Major E. 
M. Stoer, general manager, Hearst 
Radio, Inc. 


Two NBC serials sponsored by 
General Mills have exchanged 
broadcast times, starting July 12 
“The Guiding Light” is aired from 
2 to 2:15 p. m., EWT, and “Light of 
the World” is heard from 2:30 to 
2:45 p.m., EWT. 


Phillip C. Sayres, secretary-treas- 
urer, Bristol-Myers Company, New 
York, has been elected to the board 
of directors. He joined Bristol-My- 
ers in 1931 as assistant to the presi- 
dent and has served as comptrolle: 
|} and assistant treasurer. 


Stressing the need for public re- 
lations work on the part of drug- 
gists, Mr. McPherrin said that this 
was the first instance he knew of 
where the job was done so well 
that the druggists gave a party for 
the radio station that did the job. 


‘for the armed forces, has been 
|elected chairman of the board. Lee 
B. Thomas, vice-president, succeeds 
Mr. Keating as president. 

Other personnel changes include 
the appointment of M. K. Schrager, 
secretary, to the additional duties of 
vice-president, and Robert D. Burns, 
comptroller, who has assumed the 
additional duties of assistant secre- 
tary. 


Philadelphia's ing Selection 
PAINTED DISPLAY 


PHILADELPHIA 10: seoso sr « aocur iy 


Why does every survey give 


‘Lon READERSHIP among all maga- 
zine sections belongs to Parade for 
just one reason: 

It’s editorial supremacy. 

Every creative person in Advertising, 
striving for high readership, will be 
interested in following the behind-the- 
scenes story of Parade’s editorial formula. 
This is the first advertisement explaining 
it. Read every Parade advertisement and 
every message mailed to you by Parade. 
It will help you make better advertise- 
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ments, honestly. 
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top readership among magazine sections? 


WALLS J 


Sin daw OUTDOOR ADV. CO. 


_ 


CONTINUOUS surveys tell Parade Editors what topics have the 
highest public interest. Choosing their subjects from those of 
greatest appeal, Parade Editors then use their unique approach. 


reader informed of what the com- 
pany is doing, and keep alive his 
interest and loyalty.” 

The booklet offers suggestions 
concerning the publication staff, 
physical form of the magazine, ade- 
quate budget for expansion, dis- 
tribution, checks on reader interest, 


IN THIS story of a father and his son-in-law, pictures available 
to all editors were used. But “The Parade Touch” was applied 
— the dramatic choice and arrangement of dramatic pictures. 


e 


Hladky Adds Duties 


Joseph F. Hladky Jr. has been 
pointed promotion manager of 
the Gazette, Cedar Rapids, Ia., in 
idition to his duties as national 
ivertising manager and _  super- 
sory work in the classified adver- 
‘\sing department. 
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CAPTIONS that blend and 
synchronize with skillfully- 
cropped illustrations result in 
fast, impelling impressions. 


MOODS are conveyed — not mere action por- 
traits. The very essence of the Mussolini- 
Ciano relationship springs at you from 
Parade’s pages. 


THIS “Parade Touch” is only one phase of Parade 
editing — by no means the most important. Follow 
this series carefully in this publication. Further 
secrets told next month! 
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Shopper Suspends 


Shopping News, weekly advertis- 
ing newspaper published by mem- 
bers of the Associated Retailers of 
Omaha, has ceased publication for 
the summer months, due to war con- 
ditions and difficulties in securing 
manpower for distribution. 


Devlin to Y&R 


Brian Devlin has joined the Mon- 
treal office of Young & Rubicam. 


... Anything from Conveyors, 
Industrial or Hand Trucks... 
to... better ways to seal, 
handle or stack cartons... 
protect a cargo ... or plan the 
Air Cargo systems of tomorrow 


\.__By D and W Readers —_/ 


Shipping . . . Handling . . . Ware- 
housing and Distribution in all its 
phases is their business. D and W 
is their magazine. 


And if you think that’s covering a 
lot of territory . . . look through any 
issue of D and W. You'll find articles 
giving priceless pointers on up-to-the- 
minute methods for shipping—handling 
—warehousing and distribution of prod- 
ucts ranging anywhere from dehydrated 
foods to gun carriages. 


That's the way it has to be . for 
this is a broad field . . . and the maga- 
zine that serves Traffic Men adequately 
must cover all phases of traffic today 

. lead the way to better traffic meth- 
ods for tomorrow. Which brings us to 
“Air Cargo” . the new informative 
editorial feature running currently 
keeping our readers posted on post-war 
planning for the sky freight of to- 
morrow. Here’s the first glimpse of an 
ever broadening market for a greater 
variety of products needed to keep mer- 
chandise moving . handle it better 

. Safer ... faster. 


If your products or service will help 
Traffic Men today or tomorrow 
. tell your story in D and W 
the direct route to the men whose 
business it is to know about them .. . 
and put them to use. 


A Chilton 
Publication 


100 East 42nd Street, New York, New York 


The Progressive Magazine of 
Shipping—Handling—Ware- 
housing—Distribution 


Wartime Trends 
Reviewed in New 
Packaging Book 


New York, July 14.—Reviewing a 
year and a half of packaging goods 
under wartime conditions, the new 
1943 Packaging Catalog, ‘published 
by Packaging Catalog Corporation, 
highlights illustrations of ingenious 
packages developed to pack muni- 
tions, soldiers’ and sailors’ rations, 
ordnance and civilian supplies, in 
addition to analyzing the many sub- 
stitute containers and packaging 
materials created to cope with war- 
time shortages. 

The entire first section of the 
book, based on first hand informa- 
tion gathered in hundreds of pack- 
aging plants and on the fighting 
fronts, has been devoted to “Pack- 
age Planning in Wartime.” The 
opening article in the section is 
titled “Military Packaging,” writ- 
ten by Frederick S. Leinback, 
assistant director of the containers 
branch of the War Production 
Board. A chart of packaging mate- 
rials under government control lists 
113 basic raw materials used in 
packaging—from acetone to zinc— 
and gives WPB order numbers 
affecting each. 

A chapter on “Wartime Package 
Conversions” gives 17 case histories 
of repackaging into new types of 
containers well-known items in the 
following categories: food, printing 
ink, confectionery, tobacco, building 
materials, cosmetics, chemicals, 
bakery supplies, and motor oil. J. C. 
Seager, director of package research 
for Raymond Loewy, industrial 
designer, emphasizes the new utili- 
tarian design considerations of 
today’s packaging problems in 
“Wartime Design Is Functional.” 

C. A. Southwick Jr., technical 
editor of Modern Packaging, depicts 
and analyzes various types of tests 
and results achieved through them 
as used in all branches of packaging 
in the article, “Testing of Packages 
and Materials.” A complete list of 
color standards sources, alphabet- 
ized by industry, outlines where 
information on all types of color 
standards can be secured—from 
artists’ oil paints to U. S. ribbons 
for service medals. 

Other standout articles in the 
opening section are: “Color and 
Wartime Packaging,” by John F. 
Haggerty, General Printing Ink 
Corporation; “Production Consider- 
ations in Wartime,” by H. F. 
Brownell, superintendent of McKes- 
son & Robbins; and “Container & 
Package Simplification,” by W. E. 
Braithwaite, Bureau of Standards. 

The new duties of paper in pack- 
aging foods, drugs, cosmetics and 
war materials are analyzed in a 
detailed survey. Directives for the 
uses of folding paper boxes are also 
listed. In the Carton and Box sec- 
tion is an article on “Substitution 
in Fancy Packaging,” a field of 
packaging which has been probably 
the hardest hit of all by priorities 


and shortages. 

A “Materials Properties” chart is 
included in the catalog listing ten- 
sile strengths, tear _ resistances, 
chemical qualities and many other 


essential properties of materials 
used in packaging. 
WEMP Joins Blue 


Station WEMP, Milwaukee, will 
become a member of the basic Blue 
| Network, effective Aug. 1. At pres- 
j}ent, the station is a basic supple- 
mentary affiliate. 
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JULY ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


Commercial Display 
Including Poultry and Display Including Poultry and Display 
Livestock Advertising Livestock Advertising 
c—1943-——_  -—1942- 1943 1942 -——1943-—-_  -——-_19 42, 1943 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Li; po 
Monthlies Montana Farmer 23.4 17,651 15.9 11,999 16,246 | 
*American Fruit Nebraska Farmer 24.9 18,852 14.4 10,504 17,799 9 
oo A Preece 24.7 10,246 17.7 8.068 10,246 &,068 %+Average of Editions 3.4 2,594 15.5 11,311 2,694 1 86 
‘American Poultry Ohio Farmer ......... 23.1 17,710 15.4 11,831 16,941 ; 9 
lO Ree : rh ee iin ee *Oregon Grange : 
*Better Fruit 10.2 4,312 6.6 2,769 4,312 2,769 MPMRIOIM 20s ccccccsse 13.0 14,056 13.4 14,574 14,056 14 574 
‘Breeders Gazette ‘ ‘ w 6's ; owes) agbes Pennsylvania Farmer.. 20.7 15,895 13.1 10,031 14,214 18 
$9 california Cc ~ ‘none ae 2) gin ahahe 12.4 ee. 45.0% wo 8,362| Utah Farmer ........ 12.7 9,560 12.7 9,629 9,246 ‘ 
Capper’s Farmer ..... 26.6 18,118 16.2 11,009 17,777 10,894] Wallaces’ Farmer . 24.2 18,970 12.1 9,478 16,892 80 
*Carolina C ooperator. 4.6 1,915 3.8 1,603 1,915 1,603 | Western Farm Life ... 22.: 17,472 19.4 15,185 9,393 
Country Gentleman ... 42.6 28,942 32.6 22,197 28,579 21,969] Wisconsin Agriculturist 22.0 17,261 8.8 6,912 16,297 _ 
*Electricity on the - ———- —- —_—_ - a 
tn  ehéb undhdsoe.oice 4.9 1,749 4.8 713 749 71 Total Group ........363.5 279,232 233.9 187,457 254,746 168 157 
Farm and Ranch...... 18.8 14,203 12.5 ! 6 13,347 9,036 Bi-Weeklies—June 
Farm Journal & American Agriculturist 18.7 13,576 18.1 13,138 12,122 1) gs«: 
Farmer's Wife ...... 43.5 18,663 17.5 7,491 18,275 7,308 | Arizona Farmer -+++ 21.4 16,202 19.0 14,346 16,118 14 ‘5 
*Florida Grower Mag.. 3.8 2,592 4.6 3,050 2,592 3,050 | California C ultivator .. 26.2 19,783 16.7 12,655 19,456 12517 
*Hoosier Farm, The... 14.1 6,335 10.6 4,792 6,335 4,792 | Dairymen's League 
**Kentucky Farmers POO Gere bs auc vee) 4.9 3,553 7.0 5,066 3,351 4,832 
Home Journal ...... 7.5 5,853 13 10,305 5,342 9,408 | Idaho Farmer ........ 23.4 17,673 15.9 11,981 17,645 1) 53 
*Michigan Farm News 1.4 2.786 1.0 2,075 2,786 2,075 | New England Home- 
*National Livestock CEE ap esandcars esse 23.6 16,535 14.0 9,806 14,697 8,375 
Wy piapasseces 4.9 3,533 3.8 2,732 3,533 2,732 | Oregon Farmer 23.8 17,957 15.6 11,792 17,901 11,764 
‘Nation's Agriculture ide. teiesanGhas Wares” Chaekar” Se eae Pacific Rural Press: 
*New Jersey Farm & Northern Edition 29.0 21,932 22.3 16,829 21,560 16.495 
NE <4. Whe Gh ears es 17.9 8,046 12.4 5,567 7,002 4,542 Southern Edition 26.6 20,113 21.6 16,348 19,615 15,839 
*Ohio Farm Bureau tBoth Editions 25.7 19,434 19.1 14,415 19,062 14,08) 
a Pr er 11.3 5,080 8.3 3,742 5,080 8,742 | Prairie Farmer: 
i Ce ckiihe i gehts aud sendy eee gate ae Ill. & Ind, Editions... 19.1 13,886 10.8 7,891 13,483 7,471 
Progressive Farmer: Rural New Yorker.... 18.5 14,531 10.1 7,880 11,426 5,396 
Carolina-Va, Edition. 21.4 15,550 18.6 13,556 16,385 13,356] Washington Farmer ... 24.9 18,791 16.1 12,158 18,735 12.139 
Georgia-Ala. Edition. 21.4 15,545 17.6 12,799 15,394 12,655 on ste = ae « - — 
Ky.-Tenn. Edition.... 21.9 15,932 17.1 12,419 15,811 12,306 Total Group ........260.1 194,532 187.2 139,889 186,110 132 962 
Miss.-La.-Ark. Ed... 21.4 15,572 17.1 12,437 16,451 12,292 Weeklies—June 
Texas Edition -+++ 23.6 17,145 18.5 13,496 16,783 13,237|Capper’s Weekly ..... 5.4 12,078 4.2 9,364 8,297 6,488 
tIn all 5 Editions. -» 19.8 14,398 16.3 11,829 14,277 11,726) *Washington Grange 
tAverage 5 Editions. 21.9 15,948 17.8 12,941 15,764 12,769 NewS ......++++---+- 21.6 23,408 14.6 15,862 23,408 15,862 
Southern Agriculturist. 15.1 10,567 9.4 6,604 10,379 6,489 | *Weekly Kansas City 
Southern Planter ..... 12.6 8,826 7.9 5,532 8,583 5,389 Star Missouri Edition 8.6 21,187 4.5 11,139 15,414 7,404 
Successful Farming.... 38.4 17,260 25.8 11,589 16,985 11,438 — ——— = —— 
on ceed dectenie —_ iipemeitiel — Total Group ........ 35.6 66,673 23.3 36,365 47,119 29,754 
Total Group ........412.6 248,770 297.5 184,991 243, 641 180,863 Datlies—June 
Monthlies—June *Chicago Daily Drovers 
Arkansas Farmer ..... 7.6 5,754 4.8 3,634 5,712 3,620 ME S6hn6¢6 eee sed 18.6 39,554 14.7 31,247 32,996" 22,888 
Farmer-Stockman .... 18.3 13,811 9.8 7,398 13,192 7,107| *Kansas City Daily 
*Idaho Granger ... » te 8,400 6.4 6,960 8,400 6,960 Drovers Telegram ... 16.9 %5,884 14.9 31,707 30,949 24,294 
Wyoming Stockman- *Omaha Daily Journal- 
Farmer ...... a », 191 3.8 3,443 4,985 3,247 RP 19.8 42,215 14.0 29,775 38,078 21,872 
— 1 - —__——_ — ee Ce | OSt. Louis Daily Live 
Total Group. ....... 39.5 33,156 24 21,435 32,289 20,934 Stock Reporter ..... 12.3 26,178 11.3 24,036 21,876 18,540 
Semi-Monthlies—June _ aS <i A ie — 
*California Grange News 12.6 13,636 13.7 14,917 13,636 14,917 Total Group . 67.6 143,831 54.9 116, 765. 123,899 87,594 
Dakota Farmer ...... 25.0 9,293 13.2 10,200 18,673 9,962 — 
Farmer, The ie .- 26.7 20,926 12.9 10,080 19,787 9,518 *Figures received from Publisher. 
Hoards Dairyman os ae 20.525 19.0 13,806 18,614 12,072 tFigures not included in totals 
Indiana Farmers Guide 14.1 11,027 8.9 6,947 10,385 6,163 iCombined with August 
Kansas Farmer ...... 16.4 12,423 10.3 7,845 11,798 7,099 21943 one edition of zone; 1942 four editions of zone 
Michigan Farmer ..... 19.2 14,773 14.8 11,376 13,339 10,171 81943 five issues; 1942 four issues. 
Missouri Farmer ..... 8.4 6,618 5.7 4,430 6,266 4,430 41942 issues for July and August combined. 
Missouri Ruralist ..... 16.6 12,585 10.2 7,713 11,164 7,004 SIssue not received to date 


ABC Now Auditing 
91% of All U. S. 


Daily Circulation 


Chicago, July 14. — The Audit 
Bureau of Circulations now audits 
91% of the total daily average net 
paid circulation of all English lan- 
guage dailies in the United States, 
according to a study just completed 
by the ABC. 

The ABC audit reports for 934 
ABC member papers for the six- 
month period ended March 13, 1943, 
show a total daily average of 40,- 
024,629 copies, while the total daily 
average circulation of the 819 non- 
ABC dailies is said to be 3,734,932. 
There are now 1,753 daily news- 


papers in the United States, the 
ABC says. 
41 Audit Shows 88% 
A similar study for the six 
months ended Sept. 30, 1941, 


showed the ABC auditing 88% 
the circulations of the then-existing 
1,857 dailies. 

In Canada, 82 out of the existing 
95 dailies are ABC, with circula- 
tions aggregating 2,428,142—report- 
edly 97.2% of the total Canadian 
circulation. 

States in which ABC daily news- 
paper circulations exceed 1,000,000 
for the last six-month period are: 


Ee ons a dea 0.6 oe 6,927,042 
ie PRs Sela airgap 3,323,893 
Pennsylvania ........... 3,203,208 
Ae eae ore eee 2,453,212 
SNE, nnd daoe vende 2,414,886 
Massachusetts ........... 2,182,748 
Ce 1,779,050 
ee 1,584,554 
eS Se ae eae 1,376,686 
EES ek ee 1,094,476 


Loyd Briggs Elected 
Vice-President, RCAC 


Loyd A. Briggs, general superin- 
tendent, RCA Communications, was 
recently elected vice-president at a 
meeting of the RCA board. For- 
merly European communications 
manager of RCAC in London, Mr. 
Briggs is a veteran of the interna- 
tional radio communications field. 

With RCA since 1919, he has 
served as supervisor, technician, 
traffic engineer and manager of the 
RCA frequency bureau. Since 1938, 
he has been attached to RCAC’s 
central office in New York, first as 
assistant to the vice-president and 
general manager and more recently 
as general superintendent. 


New Owners Acquire 
Southern Dailies 


Mrs. W. S. Mudd has become 
owner of the Times, Gadsden, Ala., 
and B. H. Mooney has acquired the 
News-Tribune, Rome, Ga., after- 
noon and Sunday newspapers, in a 
transaction involving exchanges of 
stock in the two properties. 

Mr. Mooney, who has been pub- 
lisher of both newspapers, remains 
in that capacity in Rome, while 
Bruce Shelton, editor and publisher 
of the News, Tuscaloosa, Ala., will 
add the duties of editor and pub- 
lisher of the Gadsden Times. 


Program Aids Red Cross 


Western Sugar Refinery, San 
Francisco, has started sponsorship 
of “I Was There” over eight West 
Coast CBS stations as an aid to the 
Red Cross blood donor service. The 
program is broadcast at 9 p. m., 
PWT, Monday nights. J. Walter 
Thompson Company, San Francisco, 
is the agency. 


June-July Farm 
Paper Linage Up 
39.2% Over ‘42 


New York, July 14.—Farm papers 
continued with substantial linage 
gains for June-July over the com- 
parable period in 1942, according to 
an ADVERTISING AGE _ compilation 
based on figures furnished by Pub- 
lishers’ Information Bureau. 

July monthlies scored an increase 
of 34.5%, followed by gains of 54.7% 
for June monthlies, 48.9% for June 
semi-monthlies, 39% for June bi- 
weeklies, 55.8% for June weeklies, 
and 23.2% for June dailies. 

Total for all groups showed 956,- 
194 lines against 686,902 lines for 
the same period last year, an in- 
crease of 269,292 lines or 39.2%. 


Miller Appointed V. P. 


Ferris R. Miller has been ap- 
pointed vice-president in charge of 
industrial and public relations of 
Aircraft Tools, Inc., Los Angeles. 
The father of Wade Miller, presi- 
dent of the company, he helped or- 
ganize Aircraft Tools in 1939, serv- 
ing as its first vice-president. The 
new industrial relations department 
will coordinate orders, production 
and delivery. 
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Lycee NEW SALES HIGHS 
An Se IN SCHENECTADY 


Follow the lead of canny, on-the-spot merchants in the rich, responsive 
Schenectady area. They know local selling conditions. AND THEY PLACE 


THE BULK OF THEIR ADVERTISING IN THE GAZETTE. 


SCHENECTADY GAZETT 


REYNOLDS-FITZGERALD, INC., 


National Representatives 
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Advertising Age, July 19, 1943 


Research Needed 
for Full Postwar 
Use of Air Cargo 


Oursler Sees Definite 
Market, No Replacing 
of Railroads 


Chicago, July 14.—Several years 
probably will elapse in the postwar 
period before air freight comes into 
its own and “vast study and plan- 
ning is necessary” before the air 
transport industry can offer the 
type of service shippers will expect. 
“That is the conclusion reached by 
Ralph E. Oursler, chairman, statis- 


published by Ziff-Davis Publishing 
Company, Chicago. 

Brushing aside the optimistic 
views of some observers less ac- 
quainted with the field, Oursler 
proceeds to discuss the real possi- 
bilities of air freighters in compet- 
ng with U. S. railroads. The pre- 
war experience of American air- 
lines in cargo carrying was very 
limited and in their present opera- 
tions for the armed services quick 
delivery—and not cost—is the prime | 


factor. 


Must Reduce Costs 


Their main objectives now, he| 
writes, is to reduce ton-mile cost to 
make it possible for them to bid for | 
certain commodities now carried by | 
the railroads. Average revenue per | 
ton-mile amounted to 0.935 cents in| 
1941 and “it is evident that from | 
the standpoint of carrying freight | 
air transportation will not replace | 
the railroads.” | 

The best method for the airlines, 
he believes, is to determine what) 
commodities they can best carry | 
and at the same time compete with 
the railroads. Ton-mile costs for 
air cargo are not known, since the 
service now is being operated by 
the airlines for the Army and Navy. 
The air express rate, however, is 
80 cents per ton-mile, compared | 
with the rail express average of | 
13.4 cents. 

“Assuming that we have an air 
freighter that can be operated for 
approximately 10 to 15 cents per 
ton-mile, it seems logical that the 
first kind of rail business that will 
be affected by low cost air freight 
competition is that which is now 
moving via railway express,” Ours- 
ler reasons. 

“In 1941, the Railway Express 
Company paid the Class I railroads 
$57,281,540 for express hauled; and 
they paid the airlines $2,893,472 for 
express carried by air. This is a 
difference of $54,388,068. If the air- 
lines can bid for a portion of this | 
market, they would be well estab- | 
lished in the freight carrying busi- | 
ness.” 


Shipment Weights Similar 


The average weight per shipment | 


by rail express and air express does | 
not vary much, he points out, and | 
‘it is very feasible for the airlines | 
to expect at least a good percent of | 
present-day rail express shippers as | 
their future freight customers.” 

Besides railway express, air car-| 


riers may also bid for less than car- | 


| 


i freight lots, which amounted 4 


18,000,000 tons in 1941, and for 


small machinery, repair parts, and | 


her miscellaneous items up to ap-| 
roximately 168,000,000 tons—or 
alf of this classification. Together, | 
hese 186,000,000 tons 

nprise 15.2% of the total tonnage 


- SO 


| 


of freight) 


from the railroads, it still leaves a 
normal amount of freight to be 
handled by the railroads,” he con- 


: « Economic stability ............ 
tinues. “Therefore, instead of air Using War Themes, Household appliance conserva- | The Council on Candy as Food in 
cargo replacing the railroads it NT Re ee oN aio cae kk a Bi 


seems more logical to say that the 
air industry will merely supplement 
other forms of surface transporta- 
tion and give the shipper a variety 
of ways and speeds to ship his goods 
and material.” 

He recommended that the air 
transportation industry, as the mo- 
tor truck industry did after the first 
world war, conduct research to de- 
termine the most useful ways of 
supplementing rail service in the 
postwar period. 


Hendricks Opens Office 
Bernice E. Hendricks, formerly 
of J. Walter Thompson Company, 
representing advertising artists, has 
established offices and studio at 42] 
Lexington Ave., New York. 


1,250 Advertisers 


Four A’‘s Reports 


New York, July 13.—A total of 
1,250 advertisers are using official 
war theme copy, according to a 
preliminary report of the American 
Association of Advertising Agen- 
cies, which is now in the process of 
compiling a study of war-theme 
advertising. 

This number is based on reports 
from 192 advertising agencies, and 
covers principally the national ad- 
vertisers who place their copy 
through agencies. It does not in- 
clude the many local direct adver- 
tisers such as department stores, 
grocery chains, etc., the Four A’s 
points out. 

The number of advertisers using 
each theme listed is as follows: 


War savings stamps and bonds 748 


188 
119 


Victory gardens 
Fuel conservation 


Farm goals 
Crop corps 
Absenteeism 
Black markets 
Scrap salvage 
ee eee ee 

Forest fire prevention........ il 
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Approves Ad Budget 


The Florida Citrus Commission 
has approved a $7,000 program of 
advertising, sales promotion and 


also set aside $49,000 for research 
during the coming year, to find new 
uses for citrus, studying means of 
combating insects harmful to trees 
and fruit, and other projects for the 
benefit of the industry. 


Hausdorf Joins P&F 


|\Candy Council to 
78| Renew NBC Program 


publicity for Florida limes, and has | 


72|\the War Effort, Chicago, which has 
isponsored the radio program, 
>| “Washington Reports on Rationing,” 
6| since February, has raised sufficient 


funds to renew this program for the 
'third 13-week period, beginning the 
| first week in August. 

Prominent speakers from Wash- 
ington will continue to appear on 
the program, which is aired Sun- 
days at 3 p. m., EWT, over an NBC 
coast-to-coast hookup. Theodore 
Stempfel, E. J. Brach & Sons, Chi- 
cago, is chairman of the council’s 
fund-raising committee. Batten, 
Barton, Durstine & Osborn handles 
the radio account. 


MAILING SERVICE 


_ Maultigraphing — Filling-in 


“WHY ARE MULES 


OFTEN SICK 
ON MONDAY?” 


“WHY IS LESPEDEZA 


THE ALFALFA 


OF THE SOUTH?” 


“WHAT HAS THE ARMY LEARNED ABOUT 


- SWEET POTATOES? ... WHY DOES 


~ IT PAY TO FERTILIZE FISH PONDS?” 


I GET a high mark in 


“Progressive Ideas for Future Farmers,’’ Southern high- 
school students must know the answers to these and 53 


and their parents. For, the South’s leading magazine is 
a local magazine to each of its nearly a million sub- 


scribers. Through its large staff of strategica. y located, 
full-time and contributing editors, The Progressive 
Farmer is vitally concerned with the advancement of 
agriculture and home-making in every county of the 


14 states of the Rural South. 


In a magazine, which is studied from cover to cover 
month after month, your advertisement gets the atten- 
tion it deserves. And, remember, subscribers to The 
Progressive Farmer are more prosperous today than 


riginated by the railroads in 1941. | 
Assuming that the air industry | 
an capture this amount of freight 


— 


)WHAT’S GOING ON? 


© Manufacturers and their advertising 

gencies are using this inexpensive 
lipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


: . ever before in history. 
other questions this month. For these questions are fl 


pam the renga! work-sheet supplied to 1,215 teachers { ; 
of vocationa' agriculture whose classes subscribe to The The South Subscri bes to 
The P ive F 
have one copy for each member of their largest class. e. af rog ressive armer 
Edited in five separate editions, localized to the dis- ' yal 


Progressive Farmer for regular use in their school work. 
| tinct agricultural regions of the South, The Progressive Ned 


The Progressive Farmer has 11,771 paid subscriptions 
from agricultural high schools — which means that a 
much larger number of students use it as a text book, 
because teachers order only enough subscriptions to 


Farmer is well-equipped to serve as a timely and inter- Advertising Offices: sin MINGHAM, RALEIGH 
esting source of progressive ideas for Young Southerners MEMPHIS, DALLAS, NEW YORK, CHICAGO 
CONS CLIPPING BUREAU 
Salle-Wacker Bidg. Chicago, Hl. 
IMESS PAPERS «© FARM PAPERS 
GENERAL MAGAZINES 
Me : < a Fat . 23 
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Postwar 


Adverse Comment on 
Postwar Products Advertising 
There is feeling in some quarters 
that some of the advertising on post- 
war products now beginning to ap- 
pear is off on the wrong foot. What 
is objected to most is the crystal ball 
variety which, if successful, will 
lead the public to expect products 
of far different character than will 
probably appear immediately after 
the war. This, it is felt, will have a 
bad reaction if taken seriously, and 


inasmuch as it is desirable that all | 


should be taken s€ri- |and last longer, from electric irons | 


advertising 
ously, no one in the business should 
do anything to undermine the con- 
fidence people now have in it. 
Clear-thinking advertising people 
already are doing what they can to 
discourage growth of this visionary 
type of copy. One of the heaviest 


attacks on it appears in “Ad-Muni- | 


tions,” house publication of Carr 
Liggett’s Cleveland agency. His 
views are pointedly expressed in 
these paragraphs: 

“What we do think about all the 
current publicity about magical 
postwar products is that the public 


is being kidded by experts—in pub- | 


licity. The invincible optimism of 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Planning 


| the American people and the primi- 
|tive hankering after magic that still 
|survives in all of us are being ex- 
ploited shamelessly. All of this is 
_ being done in the name of realism, 
| which argues that the great mass of 
people can only be led for their own 
good by the Winston Churchill for- 
|mula of a carrot in front and a stick 
| behind... 

| “We predict that the postwar dec- 
_ades will bring back ingenuity and 
| practicality and put a premium on 
improvements rather than dazzling 
invention. Things will work better 


}and washing machines to automo- 
biles and houses. What this coun- 
try needs is more storm sash, easier 
opening windows, longer lived 
washing machines, 
electric ranges, five-drawer filing 
cabinets not over five feet three 
inches high, office typewriters that 
cost only $50, and house paint that 


'can be washed and will last for 20} 


'years. We predict that the country 
will get these for every home ra- 
ther than helicopters and nation- 
| wide television. 

“The problems then are (1) to 
make and better the things we al- 


| 


more practical | 


|ready have markets for, and (2) to 
make full use of existing equipment 
and capacity. If we have any po- 
| litical and economic sense at all, we 
|cannot afford to make obsolete any 
considerable amount of our present 
|}equipment. It would be as disas- 
|trous to repudiate the property val- 
| ues of our existing economic plant 
|as for the government to repudiate 
‘its bonds. We predict that this 
|country will be too smart to do 
either; but there is danger in ex- 
cessive encouragement of wishful 
| thinking, even when it is sincere. 

“Much of the publicity about the 
wonderful things we shall be able 
to buy some day may plead a patri- 
otic purpose of selling war bonds or, 
as may be likely, to sugar coat pro- 
jected compulsory savings—but the 
result will be to make business a 
sorcerer’s apprentice.” 

wh ue a 

The line of merchandise a com- 
pany has to offer its trade immedi- 
|ately after war restrictions have 
been removed is defined as “work- 
ing capital’ for the postwar period 
by John S. Tomajan, president, The 
Washburn Company, Worcester, 
| Mass., writing on “A Practical Ap- 
| proach to Postwar Planning” in the 
| June issue of “Executives Service 
Bulletin,” published by Metropoli- 
tan Life Insurance Company. Just 
like money, he says, it must be 
there when it is needed. 
* Among other things, Mr. Toma- 
jan calls attention to some of the 
minor points which may be over- 


have an “at home”... 
local editorial service geared 
to help Midwest farm fam- 
ilies earn more and enjoy 


modern farm 


life—creating 


an acceptance that puts 
efficient selling power into 
your advertising! 


Serving 
on the 
Food 
Front 


CHICAGO 
6 N. Michigan Ave. 


WORTH DAKOTA 


NEW YORK 
250 Park Avenue 


MINNESOTA 


DETROIT 


542 New Center Bldg. 
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SAN FRANCISCO 


pennies man of the advisory committee of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
° ‘ 
* op 4, AT fa , : ‘ , 
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shadowed by some of the larger 
ones. “A great deal of paper work,” 
he says, “can be done in prepara- 
tion for that day when peace be- 
gins. Manufacturing orders must 
be written, lists of materials pre- 
pared, purchase orders placed. 
These are only a few typical ex- 
amples of paper work, a great deal 
of which can be done profitably in 
anticipation of the day. 

From the sales angle, he says: 
“Another thing, have we looked at 
our catalog since we stopped using 
it actively? Is it going to be an 
adequate selling tool with which 
our salesmen can start the flow of 
orders? If not, is there some tem- 
porary expedient which can be 
planned, perhaps even prepared, so 
that within a short time our men 
can begin to cover old trails?” 

* ck ak 

One large eastern advertising 
agency has found that only about 
30% of its clients have specific 
postwar planning departments or 
committees; 50% are thinking about 
them but not doing much about it; 
and 20% have declared they are not 
interested or haven’t the money to 
use for such work. 

us o te 

A point in favor of the furniture 
industry for its postwar outlook is 
that there has been practically no 
expansion of furniture production 
capacity during the war, Frank E. 
Seidman, authority on furniture in- 
dustry economics, writes in the July 
issue of Furniture Age. After the 


/case in many years, he says. 
vast home building program which 


| will follow the war will favorably | 


affect the industry. 
* K * 
The National Association of Re- 
tail Ice Cream Manufacturers wili 
|}hold a postwar Dairy Industries 
| Planning Conference in Cleveland, 
Oct. 12-14. 
| ing will be a session at which as- 
sociate members will be given an 


opportunity to tell about their post- | 


| war plans for the industry. 
* 1K * 


Postwar security is being used as 


| bait in help-wanted advertisements | 
now appearing in the classified sec- | 
United States | 
| Rubber Company, for example,) 


tions of newspapers. 


prefaces its bid for workers thus: 
“After the war what? This war 
won't last forever! Now is the time 
to get situated in an industry with 
a bright postwar prospect. This 


win the war now and help yourself 
to a key position in one of Amer- 
ica’s leading industries. Build for 
the future!” Then follows a 
of types of workers wanted and the 
| 113-line ad closes with the line: 
“Keep Your Eye on Synthetics.” 
Some other advertisers are giv- 


possibilities 
dustry in their help-wanted copy. 
ms Bo ue 


The northwestern territory served 


'by the Alcan highway should come | 


in for extensive development after 
the war according to a study of the 
'economic significance of the mili- 
tary highway by the New York 
| Trust Company. 
axis will find the North Pacific with 
fully developed air routes, water 
and full transportation, better high- 
ways than ever before, built-up 
town sites, hospitals, power lines, 
pipe lines, working mines, and other 


| resources of value,” says the report. | 


Thousands of men who have been 


working in the area during the war | 


will want to make the territory 
their permanent homes, thus pro- 
viding the manpower necessary for 
| industrial development. 
* oe * 

In an effort to put postwar plan- 
ning in the motion picture theater 
field on a_ practical 
| basis, The Modern Theatre Plan- 
ning Institute of the Modern The- 


atre Section of Boxoffice, Chicago, 
bureau 
The 
idea back of the project is to chan- | 
nel such activity on an orderly basis 
to avoid confusion in the field after 


has established a research 
for postwar theater planners. 


the war when theaters will want 


to refurbish, remodel, or build. The | 
bureau will act as a clearing house 
in bringing together theater opera- 
sup- 


tors, theater architects, and 
pliers of equipment and materials. 


Advertising Bureau 
Names William Wallace 


William Wallace, 
manager, Toronto Star, 


Newspaper 


war the demand and supply situa- | 
tion in the industry should be at a| 
better balance than has been the | 
The | 


A feature of the meet- | 


may be your opportunity to help) 


list | 


ing a similar build-up for postwar | 
in the electronics in- | 


“Victory over the | 


and definite 


advertising 
who took 
office last month as president of the 
Advertising Executives 
Association, has been named chair- 


f 
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tion, succeeding William Elly. n 
Jr., of the Richmond Times-p,.. 
patch & News Leader, who contj,- 
ues as a member of the committ., 

Named vice-chairman of the cor. 
mittee is Henry W. Manz, Cincei»- 
nati Post, succeeding Col. Leroy w 
Herron, Washington Star. Othe; 
members are James R. Brumby 
Atlanta Journal; Stuart M. Chom_ 
bers, St. Louis Post-Dispaich- 
Henry M. McClaskey, Louisyi!); 
Courier-Journal & Times; Don p. 
Patterson, Scripps-Howard News. 
papers, and C. E. Phillips, Morn ng 
Star and Register-Republic, Roc\. 
ford, Ill. 


Join Michel-Cather 


Additions to the staff of Miche|- 
Cather, New York, are Wyman Fitz. 
copy chief, Henry Ash, art directory. 
and Blanche White, production de. 
partment. 


_ — 


prestige 
1S 
valuable 


for more than 
a0 years 

the San 
Francisco 
Examiner 
has been 

the leading 
newspaper 
in its field 
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Earnings of 
Advertisers 


Monsanto Chemical—Net earnings 


$34,971,439; 
$20,657,374. 

Mueller Brass—For the fiscal year 
ended Nov. 30, 1942, net earnings, 
$1,584,707; for the preceding fiscal 
year, $1,768,775. 

R. C. Williams & Co.— For the 
fiscal year ended April 30, 1943, net 


for like 1942 period,; American Type Founders—For the 


$810,151. 


$3,921,878; 
$523,959. 


for like 


51 


1943, $1,941,405; for like 1942 quar-|earnings $17,402,625; for like period 
year ended March 31, 1943, net profit | ter, $817,758, subject to revision of|in 1942, $21,614,900. 
$1,111,150; for like period in 1942, | taxes. 
; | Norwalk Tire & Rubber—Net 
A. O. Smith Corp.—Net earnings | profit for six months ended March , 
for the quarter ended April 30, 1943,/3) 1943, $61,346; for like period in | $1,280,506. 
1942 quarter, | 1949, $64,293. | 


W. F. Hall Printing Co.—Earnings 
for the year ended March 31, 1943, 
$1,102,000; for previous fiscal year, 


Portland General Electric Co.— 


Reynolds Metals—Net earnings areearen” 1942, $1,723,598; 1941, 

~ |$1,5 : ered oh lal 
- ’ for the quarter ended March 31, ote ‘ a 
‘for the quarter ended March 31,1943 $756,621; for like 1942 quarter,| Atlantic Coast Fisheries Company a. ie 
1943, $268,500; for like 1942 quarter, | $859.857 —Net profit for the fiscal year ended 
$227,286. 2a 


N ,| April 30, 1943, $15,170, compared : 
net income $2,338,950: for like 1942| Casco Products Corp.—Net profit) Southern Pacific — oe rac} with $495,271 in the previous year. 
period, $1,531,088. ‘for the fiscal year ended Feb. 28, | €@rnings for four naan: tik ERS tal 
Addressograph-Multigraph — Net | 1943, $312,855; for like 1942 fiscal teak ; for li "i Canfield to L&G 
ings i months ending | year, $200,249. ’ ,494,020. : 7 
April 30, 1943, $844,425; for the like ¢ Columbia Pictures—Net earnings| Universal Pictures—Net profit for| Hubert Canfield, formerly with 
period in 1942, $952,183. \for 39 weeks ended March 27, 1943, 26 weeks ended May 1, 1943, $1,- | Charles L. Rumrill Company, Roch- 
American Gas & Electric—For 12 | $1,032,000; for like 1942 period, | 798,942; for like period in 1942, $1,- ester, has joined Lewis & Gilman, 
months ended April 30, 1943, net | $942,000. 731,100. | Philadelphia. 
earnings $11,119,597; for the preced-| Fairchild Aviation—For the quar- | for 


are 

income $208,825; for preceding fiscal| Briggs & Stratton—Net earnings 
year, $306,929. 

Wesson Oil & Snowdrift — For 


nine months ended May 29, 1943, 


or quarter ended March 31, 1943, 
¢1,161,432; for like 1942 quarter 
$1,269,296. 

packard Motor Car—Net earnings 

for quarter ended March 31, 1943, 
$1,193,871; for like 1942 quarter 
$1,120,323. 

Parker Pen Co.—Net profit for 
quarter ended March 31, 1943, 
699,131; for like 1942 quarter 
$355,417. 

U. S. Gypsum—Net earnings for 
uarter ended March 31, 1943, 


Western Union—Net profit 


d ‘ ing 12 months, $13,395,477. ‘ter ended March 31, 1943, net earn-|four months ended April 30, 1943, 
tt) daimdllhcansd ptenet ecras ‘American Rolling Mill—For the |ings $298,092; for like 1942 quarter, | $2,001,248; for like 1942 period, $2,- Hoey Leaves Morton 
$1,418 a, For the|auarter ended March 31, 1943, net | $219,858. : | 047,686. J. L. Hoey has resigned aoe 
rere: poe fo 31. 1943, net|Profit $1,535,205; for like 1942. Greyhound Corp.—Net earnings | Westinghouse Electric—For 12) William J. Morton Company, New 
qual ’ ’ 


wrnings $1,790,049; for like 1942 | Quarter, $1,731,635. 
quarter, $1,438,236. 

Anaconda Wire & Cable—For the 
quarter ended March 31, 1943, net 
earnings $280,928; for like 1942 
quarter, $548,235. 

Bohn Aluminum & Brass—For | “4 - 
the quarter ended March 31, 1943, wt. 


net earnings $648,247; for like 1942 a ‘JHE TIME WILL COME 


quarter, $441,270. ; 

Diamond Match—For the quarter | 7 when the -_ today 
ended March 31, 1943, net earnings | | ae a an 
ary for like 1942 = the future! Giant centers of 

E. R. Squibb—For nine months | one watgge = Engle 
ended March 31, 1943, net earnings Te nad Sebeegaeter tok 
tty tet for like 1942 period, housed in towering struc- 

801,516. al a stic 

Glidden Company — For six pat tig oat Sdeeme 
months ended April 30, 1943, net and aerial roadways! Build- 
earnings $741,342; for like 1942) ings with mile-high plat- 
period, $1,118,050. forms for planes that land 

Lee Rubber & Tire—For six on a dime! Thousands of 
months ended April 30, 1943, net marvels rot even dreamed of 
earnings $602,585; for like 1942 today! 
period, $598,364. 

Maytag Company—For the quar- | 
ter ended March 31, 1943, net earn- 
ings $401,981; for like 1942 quarter, 
$50,527. = 

Missouri Pacific—Net earnings for | § 
the year ended Dec. 31, 1942, $30,- 
649,668; for 1941, $4,225,266. 

Snider Packing Corp.—Net earn-|}4 
ings for the fiscal year ended March 
31, 1943, $472,781; for the preceding 
year, $449,237. 

Todd Shipyards Corp.—Net earn- 
ings for the fiscal year ended March 
31, 1943, $3,680,691; for the preced- 
ing year, $4,442,957. 

Vick Chemical—For nine months 
ended March 31, 1943, net earnings 
$2,312,898; for like 1942 period, 
$2,458,752. 

Abraham & Straus — For six 
months ended Jan. 31, 1943, net 
earnings $583,702; for the like pe- 
riod in 1942, $791,601. 

American Airlines—For the quar- 
ter ended March 31, 1943, net earn- 
ings $584,772; for like 1942 period, 
$349,392. 

Bloomingdale Bros. — For six 
months ended Jan. 31, 1943, net 
profit $522,986; for the comparable 
period in 1942, $674,006. 

Brewing Corp. of America — For 
six months ended March 31, 1943, 
net profit $219,981; for comparable | 
period in 1942, $208,548. 

Celanese Corp. — For the quarter | 
ended March 31, 1943, $1,985,848; | 


for like 1942 quarter, $1,953,882. | 


Chesapeake & Ohio — Net earn- | ‘ HE TIME WILL COME 


ings, for four months ended April | 
30, , $10,408,919; for lik i P : : : 
n'1942, $7,809,206, eed inevitably, after the Victory is won, when the 
Erie Railroad System — Net earn- izati i in shape eve 
ings for four months ended April 30, ARVEY organization will agai ape every 
19a ta 'ena'vaa" ee pee m1 effort to the service of the host of friends who 
1942, $3,524,749. ‘ . : 
Hamilton Watch — Net earnings | have contributed so fully to its growth. Right 
now the ARVEY production lines must give the 
| right-of-way to a diversity of products needed 
for the war effort. At the same time, we are 
maintaining production of advertising displays 


for the quarter ended March 31,/| months ended March 31, 1943, net! York, newspaper representative. 


a 


gio? 


a se 


i. 


for quarter ended March 31, 1943, | 
$237,914; for like 1942 quarter, $53,- | 
396. 

International Nickel — For the) 
quarter ended March 31, 1943, net} 
earnings $8,075,238; for like 1942) 
Quarter, $8,071,966. 

Aviation Corp.—Net earnings for 


ti 
: 


t 


to the best of our ability. Not business as . 
x months ended May 31, 1943, | “ ome 
1,902,163; for like 1942 period, | usual, of course, . . . but still, as always, our 
$2,478,291. 


Brown - Forman Distillers — For 
‘ne fiscal year ended April 30, 1943, | 
et income, $535,454; for the pre- 
ding fiscal year, $350,923. 
Eastern Air Lines—For the quar- | 
‘er ended March 31, 1943, net in- 
me, $757,296; for the like 1942 
iarter, $619,261. 
Eureka Vacuum Cleaner—Net in- | 
me for nine months ended April 
1943, $282,372; for like 1942 
riod, $231,098. 
Philip Morris & Co.—For the 
cal year ending March 31, 1943, 


E utmost in service to the trade. 


itt 


WORLD’S LARGEST couwril AND FINISHERS OF 


ARVEY CORPORATION — 


CARDBOARD ADVERTISING) BDESPLATS SINCE 1905 

. 4 : ERSEY CITY ethic 

‘ding year, $7,784,135. | CHICAGO DETROIT F ‘ RS " E 
Schenley Distillers — Net income 


; 
ir nine months ended May 31, 1943, | f 
},954,738; for like 1942 period, $4,- | 
36,828. 
Southern Pacific-— Net earnings | 
ir five months ended May 31, 1943, | 
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30% Increase in 
Postwar Plant 
Construction Seen 


New York, July 14.—An estimated 
30% increase, in terms of 1940 dol- 
lars, is foreseen in U. S. industrial 
plant production in the postwar 
decade by the F. W. Dodge Corpora- 
tion. This prediction is made in 
spite of the tremendous war-plant 
construction program of the past 
three years, and in spite of the 
anticipated surplus-plant problem 
of the postwar era. 

Expectation of postwar demand 
is based upon the currently accu- 
mulating deferred demand for 
new plant capacity in unexpanded 
civilian-goods industries, food prod- 
ucts, paper and pulp, printing and 
publishing, stone, glass and clay 


t products, textiles, refrigerators and 


cold storage, lumber and wood- 
working, leather and leather-work- 
ing, railroad shops, etc. In spite 
of greatly increased demands for 
their products, tuis group of non- 
war industries has shown a declin- 
ing volume of new plant construc- 
tion since October, 1941, when first 
restrictions were placed upon non- 
essential civilian construction of all 


kinds; the decline from 1941 to 1942 


was 31%. In peacetime, through 
prosperity and depressions, this 
non-war industry group invests 
50% more annually in new plant 


facilities than does the war industry 
group. 

Analysis of the war-plant con- 
struction of 1941, 1942 and 1943 
indicates that about three-eighths of 
the total, measured in dollar value, 
represents new capacity for chemi- 
cals and allied products (exclusive 
of ammunition and_ explosives), 
petroleum refining, iron and steel, 
non-ferrous metals and their prod- 
ucts, etc. According to the U. S. 
Department of Commerce, the ex- 
panded facilities in these categories 
are not necessarily beyond peace- 
time requirements. 

The other five-eighths 
war -plant program 
facilities for aircraft, aircraft en- 
gines, parts and accessories, ship 
construction and repair, ammuni- 
tion, shells, bombs, explosives, am- 
munition loading and assembling, 
military combat vehicles, etc. The 
expanded facilities of this group are 
stated by the Department of Com- 
merce to be clearly beyond peace- 
time requirements. 

Thomas S. Holden, president of 
the Dodge Corporation, commenting 
on his organization’s studies of 
postwar industrial construction, 
said: 

“Many manufacturers of essential 
consumer goods have had to step 
up production greatly without the 


of the 
consists of 


'tion of America, Chicago, effective 
i July 15. 


additional plant space that would 
have been justified in ordinary 
times by such an increased demand 
for their products as has actually 
occurred. Furthermore, since the 
demand for consumer goods, here 
and abroad, is more than likely to 
be overwhelmingly greater in the 
postwar years than ever before in 
our history, it is safe to conclude 
that a very considerable deferred 
demand for additional plants for 
non-war industries is now accumu- 
lating. There is also likely to be 
a need for plant capacity to fabri- 
cate new products made of new 
synthetic materials, light metals 
and other new peacetime products. 
This demand will of necessity be 
met in large part by new construc- 
tion. Some surplus war plants will 
be convertible to the postwar needs 
of non-war industries, but many of 
these needs will be so specialized 
as to character and as to strategic 
locations that they will demand 
new designs and new buildings.” 


Appointed Director 

Anthony G. Allison, for the past 
two years director of the Division 
of Integration, Board of Investiga- 
tion and Research, established by 
Congress under the terms of the 
Transportation Act of 1940, has been 
appointed director of public rela- 
tions of the Transportation Associa- 


ONE 


oa 


OF AMERICA’S BIG 


WHOLESALING CENTERS 
—MEMPHIS 


Memphis is one of the South’s biggest for a city 
distributors of food and drug products. 


@ Memphis is the largest whole- 
sale center for a city of its size in 
the country! The tremendously 
developed Mississippi River wa- 
terway service — 10 railroads — 
three airways— five major bus 
lines—100 motor truck lines .. . 
all confirm Memphis’ importance 
as a great natural distribution 
center. 


@ Its key position as the market 
city of the South’s largest trade 
area is another guarantee for a 
stable, lasting prosperity and 
growth for Memphis. There will 
be no post-war economic pains 
built on such solid 
foundation. 


@® Every advertising schedule 


should include the Memphis 
Press-Scimitar — offering com- 
plete evening coverage of this 


market with the highest circula- 
tion in its history. 


Memphis is the natural gate- 
way to the whole Mid-South. 
Memphis wholesale sales ex- 
ceed half-billion dollars 
yearly, surpassing Milwau- 
kee, Indianapolis, Portland, 
etc.—all larger cities. 


Memphis is 
wholesaler of raw farm prod- 
ucts in the South. 


the largest 


MEMPHIS PRESS-SCIMITAR 


er. 


¥hs 
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Getting Personal 


This column erred June 28 in reporting that the stork brough: 
daughter to Granville Toogood, v.p. of N. W. Ayer & Son, Phila., a; 
Mrs. Toogood, May 30. The stork arrived all right, but it was on M: 
31, and not a daughter. Sir stork brought a lusty boy... 

Luther L. Hill, exec. v.p. of lowa Broadcasting Co. before enteriy, 
the service, has been promoted from lieutenant colonel to colone] 
Miami, where he is stationed with the Army air forces. Col. Hil] 

a West Point graduate. . . John F. Matthews, copywriter for Ralph } 
Jones Co., Cincinnati agency, has been elected v.p. of the Cincinna; 
local of the American Federation of Radio Artists. . . 

Douglass M. Allen, pres. of Allen, Heaton & McDonald, Cincinna: 
agency, was married in New York June 26 to Eleanor Moore, forms 
WLW singer, who is now with RCA Victor. . . The Liberty ship, Ss 
Edwin T. Mere- 
dith, was launched 
recently at San 
Francisco honoring 
the late E, T. 
Meredith, founder 
of Successful 
Farming and Bet- 
ter Homes & Gar- 
dens, and Secre- 
tary of Agriculture 
under Woodrow 
Wilson. . . 

C. A. Baumgart, 
a. m., Successful 
Farming, became 
agrandfather 
June 26, when 
Bonnie Beth was 
born to Mr. and 
Mrs. Guenther 
Baumgart and 
again on July 12, 
when Mr. and Mrs. 
Paul Baumgart 
welcomed a son... 
Leo B. Bozell, 
partner of Bozell ~ 
& Jacobs, has been elected president of the Omaha Chamber of Com- 
merce. . . Charles S. (Cy) Young, g.m., Station WBZ, Boston, was 
sworn in recently as Lt. Comdr. of the Boston power squadron, back- 
bone of the Coast Guard temporary reserve... 

Parker Holden, on leave from Holden, Stedman & Moore, Detroit 
agency, has been promoted to lieutenant commander and has been 
assigned line officer’s duties in personnel and officer training. 
L. C. Engle, acting a.m. of the News, Saginaw, Mich., one of the Booth 
group, is the proud papa of a daughter, born June 25... 

James M. Cecil, pres. of Cecil & Presbrey, N. Y., has been named 
chairman of a committee of ad. agency execs who will cooperate in the 
$230,000 fund raising drive of the Travelers Aid Society of N. Y.. . 
Pvt. Charles H. Conway, formerly on the display ad staff of the Times, 
Hartford, Conn., has been stationed with an arms and services unit of 
the Army air forces surgical branch at Kearns, Utah... 

Formerly Hartford, Conn., correspondent of ADVERTISING AGE, Pvt. 
Allen M. Widem is now stationed with the Army medical corps at 
Camp Pickett, Va... Macfadden Ad Mgr. Jack Schiller (True Detec- 
tive) and Circulation Director Sam Shapiro contributed $100 to buy 
2,000 packs of Chesterfields for distribution to American troops over- 
seas. They speci- 
fied that the 
smokes were to be 
sent to that front 
which had re- 
ceived the fewest 
cigarets to date 
under the Liggett 
& Myers plan, 
whereby they sup- 
ply them at 5 cents 
per pack... 

Wes Jones, True 
Story promotion 
mgr., celebrates 18 
years of wedded 
bliss this month. . . 
Bruce Barton, 
pres. of BBDO, 
has been elected 
When James Melton, star of the Texaco summer show © the board of 


BASS BEAUTIES 


They may fight, but they bite and hang on in Minnesota. 

C. G. Sinclair, sales manager, midwestern division, Purex 

Corp.; Jim Houlahan, vice-president, Wm. Esty & Co.: 

and J. P. Maloney, advertising manager, Dakota Farmer, 

display these bass beauties caught at Pine Cone Lodge, 
Park Rapids, a couple of weeks ago. 


PINCH-HITTER 


was unable to appear as scheduled guest at rehearsal for trustees of the 
the last CBS Fred Allen Texaco Star Theater of the season, East River Sav- 
Stephen M. Birch, advertising manager of the Texas Co.. ings Bank... 

saved the day by standing in for him. In the picture Merrill C. Meigs. 


Mr. Birch, left, is shown with Fred Allen. vice - president oi 


the Hearst Cor- 
poration, Chicago, and formerly in the aviation division of WPB, told 
the Executives Club of Chicago something of the miracle of airplane 
production during the war, a few weeks ago. Keen interest in his 
comments was shown by the business leaders who heard the talk. . . 


To Hal Winter, media director of Raymond Spector Co., N. Y., and 
Mrs. Winter, a daughter, on July 2, making the second time that the 
Winters have greeted a newcomer on that same date. . . “Run Little 
Chillun,” which opens on Broadway about Aug. 10, has among its 
numerous “angels” Al Paul Lefton, head of Al Paul Lefton Com- 
pany... 

In a “convention by mail” ballot R. E. McCarthy of McCarthy Ad- 
vertising Agency, Tampa, was elected governor of the 4th district. 
AFA. . . Walking 32 flights down didn’t even begin to work up a sweat 
for Myron P. Kirk, radio director of Arthur Kudner, Inc., when the 
elevator operators in the RCA bldg. recently struck. When it came 
time to walk up, the operators were back operating. . . 


A. D. Willard Jr., genl. mgr. of WBT, Charlotte, N. C., has accepted 
the chairmanship of the Charlotte War and Community Chest Assoc.’s 
annual drive to be held this fall... Wm. F. Fielder, of Fielder, Soren- 
son & Davis, has been installed as pres. of the San Francisco ad 
club. . . 

Frank E. Mullen, NBC v.p. and genl. mgr., spoke on “Private Enter- 
prise and Radio’s Future” before a session of the Summer Radio Work- 
shop of New York University. . . 
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Jruman Report May 
Presage Revamping 
of Ad Cost Policy 


(Continued from Page 1) 


government advertising  relation- 
ships. 

The Navy, which shared the blame 
of tne corporations involved insofar 
as the International Nickel copy had 
peen cleared by a public relations 
office, and insofar as the advertising 
of the Curtiss Helldiver had been 
pased on the remarks of an Ad- 
miral, seemed disposed to absolve 
itself. 

Queried by ADVERTISING AGE, a 
Navy spokesman eventually dis- 
closed that the copy, which the Tru- 
man report characterized as_ in- 
tended to give the public an erron- 
eous impression, was examined only 
from the viewpoint of national se- 
curity. 


Security Only Angle 


It is Navy policy, he insisted, that 
clearance of advertising depends 
only on the security angles, whether 
the advertisment reveals informa- 
tion giving aid or comfort to the 
enemy. Accuracy, he admitted, is 
not primarily the Navy’s considera- 
tion. He emphasized strongly that 
the Navy cannot now, nor has any 
wish to, instruct advertisers in their 
copy. 

He differentiated, however, be-| 
between the cases of the Curtiss 
airplane copy and that of Interna- 
tional Nickel. The Truman report 
spanked Curtiss soundly, declaring | 
that the “fact is that no usable 
plane (dive bomber) has yet been | 
produced.” The Navy official de-| 
clared that the definition of “usa- 
ble” might vary, that the Truman 
condemnation might be true if 
usable meant actual appearance in 
combat. Navy tests, he indicated, 
might justify the appellation used 
for the Helldiver. The Interna- 
tional Nickel Helicopter ads were a 
Navy error, he admitted. 

The Truman committee’s lashing 
of the company’s advertising expen- 
ditures, both for promoting its Heil- 
diver and its general mushrooming 
promotional budget, was incorpo- 
rated in a blistering attack upon the | 
company’s production methods and | 
management. 


Behind Schedule, Report Says 


To give an idea of the discussion 
of the committee, the report shows 
that “production of such dive bomb- 
ers (the SB2C or Helldiver for the | 
Navy) was to have been commenced 
by Curtiss-Wright at Columbus in | 
December, 1941. Production did not | 
actually commence until September, 
1942. It has been hopelessly behind | 
schedule and to date Curtiss-Wright | 
has not succeeded in producing a/| 
single SB2C which the Navy con- | 
siders to be usable as a combat air- 
plane. On May 31, there were 21,- | 
012 workmen employed at Colum- | 
bus, most of whom have been di- 
verted from farming and industrial | 
work. The aggregate weekly pay- | 
roll is $969,355. The inability of | 
Curtiss-Wright to produce a satis- | 
factory Helldiver has caused a loss | 
of production by such subcontrac- | 
tors of great value, the extent of | 
which cannot be ascertained. The} 
workmen have had little to do. The) 
owledge of this inactivity at the 
plant has become widely known 
among the friends and relatives of 
the workmen there and throughout | 
the area adjacent to Columbus and 
has had a bad effect on the morale | 
n that area.” 

As reported last week, the com- 
ttee then turned to an attack on | 
e company’s advertising. 
“Despite this most unsatisfactory 
performance, Curtiss-Wright has 
vertised the Helldiver plane as the 
world’s best dive bomber.’ The 
company has expended in such eu- 
logistic self-praise of the Helldiver 
tte sum of $12,448. Numerous news 
Stories have appeared to the same 
elect. Additional advertising by 
> company on other subjects was 
iced in 1942 at a cost of $331,250. 
‘iis will be increased in 1943 to 
3¢72,821. The bulk of the cost of 
wh advertising will be borne by 
» federal government because it 
s been treated as an expense of 
ing business before computing 
fits on which the government 
luld be entitled to receive excess | 
ofits taxes at the highest rate. 

Suggests Probe of Costs 
“The committee believes that this | 
Dp aetice of self-praise at the ex-| 
Pense of the government is not sal- | 


~*~ 


(‘utary and recommends that the 
|matter of advertising costs be in- 
| vestigated by the Bureau of Inter- 
nal Revenue for the purpose of de- 
termining the amounts which should 
be paid to the government as in- 
come taxes and by the agencies 
charged with obtaining through re- 
negotiating the return of excessive 
profits.” 

There was little evidence today 
that the report would justify a 
wholesale revamping of the Bureau 
of Internal Revenue’s outlook to- 
ward advertising, but informed 
sources said that the Truman re- 
port “made quite a stir’ within the 
Bureau. 

Few committees have shared the 
public spotlight and confidence as 
has the Truman committee. 
Spawned, as its title indicates, in 
the “defense” era before Pearl Har- 
bor, the Truman committee has 
made a notable record in its inves- 
tigations. Its investigations have 
ranged from the dramatic “concern- 
ing faking of inspections of steel 
plate by Carnegie-Illinois Steel 
Corporation,” which produced a De- 
partment of Justice indictment, to 
the comic “investigation in connec- 
tion with Senator Albert B. Chand- 
ler’s swimming pool in Kentucky.” 

Indicative of the prestige accorded 
the group was the sudden indict- 
ment which the Department of Jus- 
tice issued against Curtiss-Wright’s 
Lockland plant. 


disclosure has not always been the 


Corporation took full pages in 
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holds true, and therefore I cannot 


signal for an indictment, but its dis- | newspapers of Passaic County, N. J.,| believe the Truman report will have 
cerning revelations have made many | to carry a message from Myron B.|any influence on the Treasury De- 


|a company re-survey itself. 


N. Y. ADVERTISING MEN 
UNRUFFLED BY TRUMAN 


New York, July 14.—New York 
advertising circles remained calm 
and unruffled this week in the face 
|of the Truman committee blast 
|against advertising in its report of 
|its investigation of the airplane in- 
| dustry. 

Strangely enough, many adver- 
| tising leaders confessed they were 
/not aware of the Truman commit- 
|tee’s recommendation that the ad- 
|vertising expenditures of Curtiss- 


|Wright on its Helldiver plane 
| ($12,448) and that of International 
|Nickel ($80,000) on copy saying 


“today helicopters shadow subs,” be 
|referred to the Bureau of Internal 
|Revenue for study as to whether 
these were legitimate operating ex- 
penses. 

Advertising officials of both Cur- 
tiss-Wright and International 
Nickel had no comment. Off the 
record, however, one made light of 
the Truman recommendation to the 
Treasury, saying the money spent 
on the advertising was an infini- 
tesimal part of one per cent of the 
gross business. Another declared he 
had nothing to say until the matter 
had been presented to him officially. 


In the past, a Truman committee On Tuesday, Wright Aeronautical 


Gordon, vice-president and general 
manager of the company, which 
was addressed to employes and 
said: 

“I, as general manager, 
you that this corporation has been 
unjustly accused.” He added, “We 
are prepared to fight these unjust 
charges to the finish.” Declaring 
that “as patriotic citizens and loyai 
employes of this corporation, you 
should know certain facts in con- 
nection with this matter,” the state- 
ment said “we never have and 
never will sacrifice quality in our 
products.” 

“We have categorically denied 
the specified allegations and insist 
on our right now and at all times to 
repudiate as false and unwarranted 
any such charges,” the advertise- 
ment continued. “Regardless of ob- 
stacles beyond our control, we, as 
patriotic and loyal employes, will 
continue to do our part to supply 
the material so urgently needed to 
win the war.” 

Heads of advertising associations 
and newspaper and magazine rep- 
resentatives were equally unper- 
turbed. 

One said: “The Bureau of In- 
ternal Revenue has always held 
that advertising is a legitimate busi- 
ness expense if it is in reasonable 
proportion to the gross business 
done. In both of these cases this 


assure | 


partment.” 

The advertising manager of a top- 
|flight national magazine was in- 
icensed that the Truman committee 


should attempt to censure advertis- 
ing copy. 
“The only point to be deter- 


mined,” he said, “is whether the ex- 
penditure is reasonable. If so, as it 
undoubtedly is in these cases, the 
subject of what the copy says is 
strictly the business of the adver- 
tiser. It is my understanding that 
Navy public relations approved both 
of the advertisements criticized by 
the Truman committee.” 

Although advertising men here do 
not regard the Truman blast as a 
serious threat to institutional adver- 
tising, some feel that it may cause 
some advertisers to seek Treasury 
Department approval of campaigns 
before they are launched. Although 
this has not been customary, it is 
known that a few advertisers, 
among them General Motors, have 
sought such approval before begin- 
ning a broad institutional campaign. 


McHugh Joins O’Mara 


Frank J. McHugh, Jr., formerly 
with U. S. Rubber Company in San 
Francisco and Seattle, has joined 
the sales staff of O’Mara & Orms- 
bee, newspaper representative, San 
Francisco. 


ACB 
Research Reports Give 


ACTIVITIES 


ON OBSCURE DEALERDOM 


ACB Research Service furnishes pertinent current 
facts to work with in both national and local newspaper advertising 


Do you know exactly the extent and manner in 
which your dealers advertise your products to 
their homefolks in the local newspapers? 


This dealer tie-in advertising is often the make- 
or-break for important national schedules . . . its 
presence or absence often indicates a dealer’s po- 
tential... yet appearing at uncertain intervals 
in any of the 1,821 daily newspapers published, 
it is practically impossible to get a coherent pic- 
ture of it except by ACB Research Reports. 
You can likewise keep informed on what your 
competitors’ dealers are doing. 


ACB reads every advertisement in every daily 
newspaper published. Your advertising agency 
knows ACB especially as the official distributor 
of advertising tear sheets. Several hundred 
manufacturers, advertising agencies and pub- 
lishers use its research service to keep them- 
selves fully informed about fields in which they 
are engaged, or expect to be engaged. 


These services are surprisingly moderate in 
cost, even though they are made to order for 
each subscriber. They are valuable in many 


NEW YORK, 79 Madison Avenve - 


CHICAGO, 538 South Clark Street - 


ways to active merchandisers; merchandisers 
who are inactive due to war conditions use the 
services to follow ““wandering dealer’’ activities. 


ACB RESEARCH SERVICES 
Dealer Tie-In Reports. Checks dealer co-operation on your 


brand and/or your competitor’s brand. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national; or your own or competitive dealer advertising. 


Schedule Listings. Daily review of any new schedules or in- 


sertions appearing in daily newspapers. 


Unduplicated Copy Service. Gives you as they appear, new 


copy themes— new products—uses— new 
facture; advertising; selling. 


Advertising Allowance Service. 


ideas for manu- 


Verifying insertion, size 


and rates on each paper claimed. Recommended by 


dealers and manufacturers alike. 
Also . 


- « Various other services requiring research on 


national or local advertising appearing in any of the 1,821 
daily newspapers published. Free: Catalog of ACB Re- 


search Services. 


Yu The 


ADVERTISING 
CHECKING BUREAU 


SAN FRANCISCO, 149 


INC. 


New Montgomery Street 
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Helicopters Open 
New Travel Vista 
for Postwar Era 


(Continued from Page 1) 


ate matters affecting the war effort 
are disposed of.” 

Indicating that his company has 
been intending for some time to en- 
ter the air transportation field, 
Greyhound president C. E. Wick- 
ham declared, “Our studies have 
shown a definite need on the part 
of the nation for the type of air 
transportation we propose to oper- 
ate. If our application is approved 
by CAB we plan to make air travel 
available to the millions who live 
scores of or hundreds of miles from 
the large airports present airliners 
must use. With helicopters, air 
travel will be no farther away than 
the nearest bus terminal.” 

On the heels of Greyhound’s re- 
quest, American Airlines, the coun- 
try’s largest domestic operator, 
tipped its hand as to what aviation 
intends to do at home in the post- 
war period by applying to CAB for 
route extensions which will in- 
crease by 50% the territory served 
by American, marking the greatest 
single expansion ever mapped out 
by any airline in the country, ac- 


, cording to A. N. Kemp, president. 

Under the applications, which 
call for the consolidation of certain 
| routes, as well as establishing new 
ones, 35 cities in 10 states will be 
added to American’s aerial net- 
work, now spanning 52 cities in 22 
states. If CAB, which until re- 
cently frowned upon applications 
for new routes, flashes the green 
light, Mr. Kemp estimates that 
there will have to be an increase in 
personnel of more than 3,000. 

If CAB approves the Greyhound 
application, it will be discarding 
one of its primary tenets—that rail- 
roads, bus companies, steamship 
lines and other common carriers 
must stick to their lasts and not at- 
tempt to operate airlines. Several 
steamship lines have already locked 
horns with the board in a desperate 
attempt to establish air subsidiaries. 
In 1942 American Export Lines was 
floored when CAB ruled that this 
company must relinquish control of 
its airline since the aims of the 
steamship companies and the air- 
lines were not exactly parallel so 
far as routes were concerned. 
United States Lines tried to go 
aloft by negotiating with the Glenn 
L. Martin Company, Baltimore, but 
the plan did not materialize. 

Nominally under the Department 
of Commerce, the board has been 
empowered to act as an independ- 
ent agency, consisting of five Presi- 
dential appointees. CAB also feels 
that existing and future airlines 
must be restrained from monopoliz- 


ing domestic or foreign routes; low 
passenger and freight rates must be 
maintained, with as little govern- 
ment subsidy as possible. More 
than 225 applications for new air 
routes have streamed into CAB 
from large and small transporta- 
tion companies alike. The agency 
may begin hearings on these re- 
quests some time in September. 


Helicopters Interest Many 


United Aircraft is currently turn- 
ing out Sikorsky-type helicopters 
for the Army. In Philadelphia, 
Kellett Autogiro Corporation, one 
of the oldest in the industry, is also 
forging plans for a postwar “wind- 
mill” machine. Platt-LePage Air- 
craft Company has tackled the 
problem of turning out a highly 
workable helicopter, in addition to 
the giant Consolidated Aircraft Cor- 
poration, and Bell Aircraft Corpora- 
tion, manufacturer of the Airacobra 
fighter plane. 

Many word pictures of the post- 
war helicopter have convinced the 
average individual that it is akin 
to the fabulous flying carpet—a 
headlong flight through a second- 
story window into a comfortable 
seat, a snap of the fingers and the 
passenger is deposited with a mini- 
mum of air bumps at his or her of- 
fice desk. Actually the helicopter 
is an amazing invention. 

. Igor Sikorsky believes that even- 
tually it may be possible to pro- 
duce a four-seater for about $1,500, 
with an air speed, which has al- 


for winter gardens but St 


Western. The July issue 


Tish green vegetables harvested in 
December ... the warm colors of home- 
grown snapdragons and calendulas on the 
Christmas table. Where could this happen 
but here in West? And what other maga- 
zine would be giving advice in summer 


INSET! 

But advice regarding July planting 
for winter vegetables and flowers is not the 
only thing that makes SUNSET completely 


recipes for making conserves of Western 
fruits, berries, and nuts .. . products 
available to Western homemakers. And 
there are specific instructions for making 
inexpensive lathouses, barbecues, work- 
saving cement garden borders, as well 
as informative discussions of things that 
concern only SUNSET readers. 

So consistent has SUNSET been 
pointing its articles to those who live in 
the West, that its readers fully expect every 


also has tested 


issue to have the answers for their pre- 
sent and future problems. And they are 
not disappointed. The perfect timing of 
editorial material is because SUNSET is 
staff-written by men and women who 
understand Western problems, prefer- 
ences, and objectives. These writers have 
the knowledge to make their contribu- 
tions foolproof. And they have the knack 
of using words that make their instruc- 
tions easy to follow. 

If you could go into the 250,000 
homes in the West which receive SUNSET 
each month, you would find this magazine 
in the garden, in the workshop, and on 
the kitchen table. And if you could go 
into the stores that these subscribers 
patronize, you would find these people 
asking for the products advertised in 
SUNSET. These are the things that make 
SUNSET a greater influence in Western 
Living than you realize. 


Lane Publishing Company, San Francisco, California 


ready been achieved, of 80 m.p.h. 
and capable of doing about 12 road 
miles to a gallon of gas. 

The helicopter can move forward, 
backward, or sideways and hover 
in a fixed position a few feet above 
the ground. It can take off from 
an ordinary backyard or roof, going 
up vertically. On occasion, several 
plain packing cases pushed together 
have served as a landing field for 
the VS-300. A leaf from Igor Si- 
korsky’s notebook, printed in Feb- 
ruary, 1943, issue of Skyways, says 
that when flying through a heavy 
mist, a pilot of a helicopter can 
slow down to any desirable speed. 
and if lost can take out a pocket 
flashlight and fly down to look at 
a street light or station name. 


Aircraft Makers Reveal Plans 


An ADVERTISING AGE survey of 
leading aircraft corporations dis- 
closes that while many of these 
companies have not made definite 
plans concerning the postwar man- 
ufacture of helicopters or similar 
machines, all of them are thinking 
seriously along the line of develop- 
ing a nation of airplane pilots and 
users. 

W. T. Piper, president, Piper Air- 
craft Corporation, Lockhaven, Pa., 
told this writer: “Our company 
has no plans for manufacturing 
autogiros or helicopters. We know 
they have wonderful possibilities 
for certain jobs but believe they 
will cost too much for large sales. 
So far as gliders are concerned— 
we have no plans for taking the 
engine out of our autos and having 
them towed. For transportation of 
expensive perishable goods and peo- 
ple, the airplane is unequalled. To 
expect to carry freight, except 
emergency shipments and to places 
inaccessible to ground or water 
transportation, is purely wishful 
thinking.” 

Predicting greatly increased num- 
bers of planes after the war, Mr. 
Piper asserted that in order to give 
them the utility which they should 
have, thousands of inexpensive 
landing strips and airports must be 
built. He called to mind the story 
of an old-time pilot who Once re- 
marked that if the automobile in- 
dustry had the same regulations 
that have been foisted upon avia- 
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FLIES AGAIN 


THE TRICOLOR PLIES THE SEAS! 


The first full page in the new French 
Line series, which appears in the July 
12 Time, returns the steamship line to 
advertising pages for the first time since 
the fall of France in 1940. The campaign 
broke just ahead of July 14, when the 
Free French were celebrating the 154th 
anniversary of Bastille Day. 


tion, no parking meters would be 
needed. Mr. Piper added that if 
flying is to become popular, regula- 
tions must be uniform and greatly 
simplified. 


Cessna Sees Big Field 


Dwane L. Wallace, president, 
Cessna Aircraft Company, Wichita, 
Kan., told ADVERTISING AGE that his 
company feels the most promising 
market for the aircraft industry is 
private use. 

“The many problems involved in 
gaining public acceptance of air 
vehicles for private use can and will 
be solved. Final mechanical form 
of the ideal personal aircraft will 
depend on the length of the war. 
Because of the tremendous strides 
in design born of war demands as 
evidenced by Cessna’s current ad- 
vertising, we very definitely plan 
to mass produce personal aircraft 


NO CORN 


our half million ears. 


BEAUMONT, 


*Magnetized . 


HALF MILLION EARS! 


The 250,000 war-busy people who today reside in the 
counties of Jefferson and Orange tune their radios to 
KFDM for the better programs of the Blue Network. 
After a day of the giant shipyards, huge refineries, 
steel and iron works, lumber mills, rice mills or 
numerous other industries, these well-paid workers 
seek relaxing entertainment of the better type. 


For this reason, KFDM — featuring Blue shows and 
popular Beaumont-originated programs — has such 
a high Hooper rating. We try not to serve corn to 
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, the postwar period for the widest 
ciple civilian use.” 
R. S. Huested, manager of pub- 
relations, Wright Aeronautical 
rporation, Paterson, N. J., said, 
‘We will continue our current pol- 
y of research and development of 
high horsepower per low unit of 
veight and space. We are unable 
release at this time further de- 
js beyond our desire to antici- 
bate all requirements of commer- 
ja] aviation development.” 


Others in the Swim 


Commenting on the plans of 
mrewster Aeronautical Corporation, 
fond Island City, N. Y., of which 
Henry J. Kaiser is chairman of the 
yard, Ray Hill, director of public 
slations, reported that his com- 
any is concentrating on peak pro- 
juction in the manufacture of Buc- 
aneer and Bermuda dive bombers 
ind F3A Corsairs for the United 
kates and Great Britain. “This is 
ne way we hope for a quick and 
icisive American victory—produc- 
ion in quality and quantity,” he 
wid. “A victorious America must 
e air-minded and we hope to con- 
nue as a_ top-flight producer 
robably in the air transport and 
leasure plane fields, depending on 
cisions of Henry J. Kaiser, chair- 
in of the board, and Frederick 
riebel, Jr., president, for the best 
yssible way in which our facilities 
9 fan be utilized in peacetime.” 

if Fairchild Engine and Airplane 
i- Hrorporation in a recent advertise- 


i ad 


PRINTING 


°° [This Advertisement 
i- Bis dedicated to the man who 
¢ gieels that there must be a 
_ better way...somewhere... to 
“ handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing to a firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
fo you on your next job. Write, 
or telephone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 


Gift and Art Galleries 
Silver Plated Teaette 


many years 

). Peacock has 

i FAITHORN 
n-1 complete 
service. You, too, 
n now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
bu! all are here, ready to serve you... 
Spsed—economy—satistaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


= BDAY AND NIGHT SERVICE 


= 


o 
a 


dated, Vultee), 


ment declared that the “touch of| 
tomorrow” in Fairchild engineering | 
indicates courage to try new things. 
Copy points out that many new 
things are needed to outwit and| 
outfight the Axis and that the com- 
pany has quite a number on the 
way. 

Bendix Aviation Corporation, 
South Bend, Ind., does not care to 
make a statement at this time, 
while the policy of Lockheed Air- 
craft Corporation, Burbank, Cal., is 
not to discuss postwar plans or 
views. 


See “Reverse Tactics” 


As part of the “postwar picture,” 
it is pointed out in the August, 
1943, issue of Air Trails that there 
is the possibility of the aircraft in- 
dustries fanning out and invading 
other industries. “If auto compa- 
nies can produce airplanes, what’s 
to stop aircraft concerns from mak- 
ing autos? So don’t be surprised to 
see some of aviation’s well-known 
trademarks on other lines of goods 
after the armistice,’ contends this 
magazine. 

The first requisite for peacetime 
progress in aviation is unhampered 
operation of the free enterprise sys- 
tem which has made the United 
States dominant in aviation, said I. 
M. Laddon, executive vice-presi- 
dent, Consolidated Vultee Aircraft 
Corporation, San Diego, Cal. “‘Com- 
mon sense demands maintenance of 
a strong military air fleet,” he said. 
“Accordingly, future military de- 
mand will greatly exceed former 
peacetime levels.” 

A tremendous increase is also to 
be expected in commercial air 
transport, with particular emphasis 
on long range, non-stop operation in 
which field Consolidated Vultee has 
for years been the leader, he as- 
serted. Consolidated Vultee will 
continue to produce a wide range of 
both military and commercial planes 
and the company’s Stout research 
division for some time has been 
working on a new type of helicopter 
which should have an _ extensive 
postwar market. The Stinson divi- 
sion will be in a position to market 
an improved private plane as the 
result of manufacturing advances 
achieved during the war, Mr. Lad- 
don revealed. 

Aviation Corporation (Consoli- 
has started using| 
the trademark, “Avco Products,” | 
in its advertising so as definitely to | 
suggest that some day the mark | 
might appear on washing machines, | 
the report hinted. Leonard Engel, | 
author of the article, added that in 
1943 the aircraft industry will turn 
out about $8,000,000,000 worth of 
goods, exclusive of the production 
of non-air organizations in the avi- 
ation field. This staggering figure 
is nearly twice the maximum an- 
nual output of the nation’s peace- 
time automobile industry. 

“Why abandon some of the finest 
factories in the country only be-| 
cause the majority of the industry’s | 
largest plants are government- 
owned?” queries Mr. Engel. “What | 
about the hundreds of millions of | 
dollars’ worth of production ma-| 
chinery with which they are 
equipped? What about the hun- 
dreds of thousands of men and wo- 
men who now work in them? More- 
over, the capacity of plants owned 
by the industry itself has also in-| 
creased greatly during the war, and 
it is probable that these expanded 
plants alone are more than will be 
required to meet postwar demands. 
The industry’s plants cannot be 
closed without causing the compa- 
nies concerned severe losses,” he 
said. 


Competitive Scramble Possible 


The entrance of the aircraft com- 
panies into the general manufactur- 
ing field might very well have an 


inflammatory effect upon _ the 
American industrial scene, it is 
suggested. A ruinously competi- 


tive struggle might be touched off 
in those lines where comparatively 
few companies previously domi- 
nated the picture, giving rise to| 
government freezing of models and 
prices. 

While tremendous advances have 
been made in aircraft production, 
the air industry’s production tech- 
niques are still outdistanced by the 
automobile and other mass produc- | 
tion industries, contends Mr. Engel. 
Nevertheless, he says, “we may some 
day find ourselves driving a Cur- 
tiss-Wright car, plowing with a 


Douglas tractor, or perhaps storing | 


our food in a Martin refrigerator.” 

Although national and private 
Latin-American airlines figure im- 
portantly, Pan American Airways 
dominates the Latin-American air 


travel scene, with five of the ten| 
and | 


largest lines being divisions 


nent also is Pan American-Grace | 
Airways. It is significant that the) 
44 operating lines which serve Cen- | 
tral and South America fly nearly | 
twice as many route miles as those | 
in this country, making nearly 750 | 
scheduled stops against a U. S. total} 
of 260. 


Others Climb on Wagon 


General Electric, which has been 
using full-page insertions in a long | 
list of national magazines to herald 
the amazing accomplishments of 
radar, predicts that tomorrow, 
transatlantic planes may carry 400 
people. “Giant freight ships will 
cruise from continent to continent. 
Private planes will multiply, and 
you May own one that is an auto- 
mobile in the city and an airplane 
in the country. But whatever the 
size, or range, or tonnage of the 
airplanes of the future, General 
Electric electronics will guard and 
guide their flight.” 

In Grand Rapids, Mich., a com- 
pany whose name has long been 
linked with wooden furniture, 
Grand Rapids Industries, has pur- 
chased from General Aircraft Cor- 
poration, Astoria, L. I., the right to 
manufacture GA’s G180 model, for 
military use now and possibly the 
consumer market after the war. 
This model aroused GRI’s interest 
mainly because of its safety device 
features. It has been declared 
“spinproof” and boasts simplified 


COURSE NO. 2 


IN, oad YEAR OF UNIVERSITY 


for 1270 young men from 17 to 22 


Open to civilians 
nd serving-soldiers 
who can qualify 


| 
ii? 


DEPARTMENT of NATIONAL DEFENCE «army 


Canadian dailies are carrying this an- 

nouncement of the Canadian Army Uni- 

versity Course No. 2, placed by the De- 

partment of National Defense, Ottawa, 

through the War Finance Advertising 

Group of the Advertising Agencies of 
Canada. 


control for potential pilots. 


General Aircraft has taken large 
space in several newspapers to 
clear the way for the Skyfarer 
(G180), which it will continue to 


55 


| manufacture despite issuance of li- 
cense rights. Copy emphasizes that 
while today the company must 
build giant gliders to deliver troops 
and vital supplies to the United 
Nations, tomorrow it will be de- 
livering passengers and important 
freight on time. 

“General Aircrafters will be busy 
building the air-freight trains and 
transport trains of the future—busy 
building the Skyfarer. The Sky- 
farer—the plane that’s as easy to 
drive as your car—will be forward- 
looking America’s transportation of 
tomorrow. Your Skyfarer, the pat- 
ented airplane having the revolu- 
tionary two-control system of flight, 
will carry you where you want to 
| go—quickly, safely, comfortably— 
_into a new awaiting world.” 


la iad on 
Starts Koerber Agency 

| L. W. Roy Koerber, former vice- 
president and account executive of 
| Betts-Koerber Advertising, Denver, 
| has opened a new agency known as 
| Roy Koerber Advertising, at 224 
| United States National Bank build- 
ing, Denver. 


Houts to Mechanization 


Robert S. Houts, recently vice- 
president and advertising director 
of Buildings and Building Manage- 
ment, has joined Mechanization, 
Inc., Washington, D. C., publisher 
of Mechanization and Mechannual, 
as western representative. 


If this is 


the RESULT of your )CONFERENCES 


Labor-management problems, 
production incentive drives, 
post-war planning—added war- 
time problems lead to addi- 
tional wartime conferences. 

But too few of these busi- 
ness meetings are followed by 
quick, decisive action. Too 
many of them degenerate into 
gab fests, result in nothing 
more than an accumulation of 
cigar and cigarette butts. A 
few days afterward no one re- 
members what was discussed, 
what decisions were reached (if 
any) or who is to do something 
about it. 

What causes the trouble? 
Nine times out of ten it’s be- 
cause the conferees haven't any 
system to guide their meeting 
and get it down to brass tacks, 
nothing to keep it on the beam, 


affiliates of Pan American. Promi-| and nail its results. 


How to make 
your conference click 


If you want to avoid this 
trouble in your office meetings, 
get a copy of the Hammermill 
book, “How to Harness a Con- 
ference”. It offers practical 
help on how to organize a con- 
ference, how to cover the 
ground without waste of time, 
how to turn your decisions into 
action. 

And it is full of ideas for sim- 
ple conference forms that cover 
every detail of a meeting—the 
date, who was present, what 


Hammermill 


NAME 


POSITION 


(} 


Paper Company. 


Please send me, 
little book. “How to H 


Read what other 
business men say 
about this free 
timesaver: 


Detroit: “I belong to 
several boards where ‘gab 
fests’ are the order of the 
day. I’d like to distribute 
copies to my fellow board 
members in the hope that 
they’ll take a hint.” 


Atlanta: “The sugges- 
tions were very helpful.” 


Bridgeport: “If we could 
make our conferences as 
interesting as your book, 
we would go a long way 
toward eliminating the 
waste of time and money 
which occurs in so many 
meetings.” 


Chicago: “It should be 
in the hands of every ex- 
ecutive to point out the in- 
excusable loss of time and 
effort which are the usual 
plight of business confer- 
ences,” 


New Haven: “Of as- 
sistance to me in conduct- 
ing War Manpower Com- 
mission job instructor 
training groups.” 


New York: “The time 
spent at conferences could 
be cut in half if every one 
would follow the sugges- 
tions in this book.” 


Berkeley: “We want 
a copy for each of our key 
executives and all of our 
supervisors.” 


was decided, who is to do what 
and when, who is to follow 
through. 

Every one of the ideas out- 
lined in this book can be used 
profitably in your business. 
Every one can help save time, 
prevent slip-ups, get jobs done 
right and on schedule. 

Mail coupon now for a free 
copy of “How to Harness a 
Conference”. Then call in your 
printer and put these ideas to 
work. 


SEND FOR YOUR COPY 
TODAY 


Erie, Pa 


free, a copy of Don Herold’s 


arness 4 Conference 
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Bottle Quota 
Held Danger to 
Liquor Supply 


New York, July 15.—The War 
Production Board order reducing by | 
35% the amount of new bottles any | 
bottler may use between July 1 and 
Oct. 31 is causing some concern in 
the liquor trade and is expected to 
further aggravate the liquor situa- 
tion, factors in the industry reported | 
yesterday. 

The order, L103-B, establishes 
quota restrictions on new glass con- 
tainers, and limits users to 65% of 
the amount used in a given base 
period. The user may take as his 
base the total of new bottles used in 
the period of July 1 to Oct. 31, last 
year, or base his quota on one-third 
of the total new bottles used during 
the full calendar year of 1942. 

The concern expressed by the liq- 
uor industry is that the order will 
further reduce the amount of liquor 
being put on the market. Distillers 
have reduced their withdrawals 
from bond to about 75% of normal 
withdrawals. While many of the 
major distillers are believed to have 
good-sized inventories of bottles, 
this condition is not held to be gen- 
eral on the part of all bottlers of al- 
coholic beverages. 

Even those distillers with sizable 
inventories, faced now with 


} 


| 


the | joined 


reduce their withdrawals from bond. | 
These bottlers, without inventories, | 


would be compelled to reduce their | Dobyns Joins 


operations to the amount of bottles 
made available to them. 
One reaction to the order was ex- | 


|pressed by Morris O. Alprin, coun- | 


sel for the Greater 
| Wholesale Liquor 
tion. 


New York | 
Dealers Associa- | 


the supply situation. 


/merchandise such as Cuban gin as 
well as domestic bulk wines.’ 


F. C. Atwood Buys 
Research Company 


F. C. Atwood has secured owner- 
ship and control of Atlantic Re- 
search Associates, Inc., Newtonville, 
Mass., from National Dairy Products 
Corporation, thus returning the re- 
search company to its original status 
as an independent organization. 

Mr. Atwood alo severs connec- 
tions with Aralac, Inc., and Aralac 
Corporation. Mr. Atwood is said to 
have played a major part in devel- 
oping Aralac fiber casein for the 
dairy company. 


Joins Donahue & Coe 


Joseph Lincoln, formerly head of 
the time buying department of Er- 
win, Wasey & Co., New York, has 
the radio department of 


prospect of using up their bottle | Donahue & Coe, New York, as spot 
stocks, might be tempted further to/| time buyer. 


In a bulletin sent to the asso- | 
|ciation membership, Mr. Alprin said, 
\““This order will further aggravate | 

It will also| 
curtail the bottling of imported bulk | 


_Groomes Named V. P.; 
AA 


Charles B. 
Groomes, adver- 
tising director of 
Advertising Pub- 


ee ee 


lications, Inc., 
publisher of Ap- 
VERTISING AGE, 


Industrial M ar- 
| keting, and the 
Market Data 
Book, who is in 
charge of the 
New York office, 
beginning today, 
has been elected 
a vice - president 
of the company. 

James P. Dobyns, for the past 
seven years with Lumbermens Mu- 
tual Casualty Company, Chicago, 
has been appointed manager of 
sales and service by Advertising 
Publications, Inc., and will make 
his headquarters in Chicago. He 
had publication experience with 
Hospital Management, National 
Provisioner and other business 
papers before joining Lumbermens 
Mutual, where he has served as ad- 
vertising manager and manager of 
the business extension department. 


Charles B. Groomes 


Kamsler Joins McGillvra 

Jack Kamsler, formerly with Sta- 
tion WJJD, Chicago, has joined the 
Chicago sales staff of Joseph Her- 
shey McGillvra, national radio rep- 
resentative. 


“GOL DERN 
O.P.A.—O.P.A. BAHI” 


Sure, I'm mad. We got millions o' thick steaks walkin’ aroun’ out here achin’ t’ 


climb on a plate an’ get chewed 


WAILS FROM THE BEEF COUNTRY 


PKs ae: ji 


IT! —l'M MAD 


... an’ I cain’t even buy a beefsteak at th’ market. 


Here I'm raisin’ beef an’ stuff t' help win th’ War, workin’ short-handed, cain’t get 
enough feed for my critters, cain't get this an’ cain’t get that. Dern tootin’ I'm mad. 


That ain't all. 


old lady a calico dress. 


an’ th’ best I can do is a “A” gasoline sticker. 


Out here we got thousands o’ acres o’ cotton an’ I cain’t buy my 
We got oil oozin’ outa th’ groun’ from over 3,000 oil wells 


What are us folks goin’ t' spend our money for? We're buyin’ War Bonds right along 


an’ most of us got a trunkful already 


. .. but we got all this cattle money, cotton 


money, crop money an’ oil money burnin’ holes in our pockets. 


That reminds me. 


If you fellers that buy advertisin’ will get after this money us 
folks got in our pockets maybe you'd do plenty o’ business in West Texas. 


There's 


a doggone good newspaper out here called th’ Abilene Reporter-News that all us 


ranch an’ farm people in th’ Abilene country read. 


day read that paper. 


I reckon about 120,000 folks a 


Maybe you run ads in th’ Dallas News or th’ Ft. Worth Star- 
Telegram, an’ them’s fine papers, but if you want us folks t' see what you got t 
say better say it in OUR paper too—th’ Reporter-News. 


These fellers that runs th’ Reporter-News got a dandy little radio station too, called 


KRBC that all us folks out here like t' lissen at. 


better buy some on it. 


If you buy radio talkin’ maybe you 


I reckon there must be about 210,000 folks in this country out here that sorta call 


Abilene their headquarters when it comes t 
xxxxxx thousand soldiers at Camp Barkeley an’ th’ Abilene Army Air Base. 


tradin’. An’ 


that there's 
Some- 


on top o’ 


body tole me th’ monthly payroll out there runs over 3 million bucks a month, most 
ef it gettin’ spent in Abilene. 


If your company is lucky you may have goods t’ sell, or if you ain't you don’t want 


t' let your customers forget you until you do get somethin’ t’ sell agin. . 


. so either 


way you oughta do some advertisin’ in Abilene, in th’ paper an’ on the radio. 


Dern it!! 


That blasted bull's busted into my maize patch agin. 
Gotta get a hump on. 


See you later. 


So long. Podner. 


THE ABILENE REPORTER-NEWS 


Abilene, Texas 


National Representatives: The Texas Daily Press League; New York, 
Chicago, San Francisco, Dallas, St. Louis, Denver, Los Angeles. 
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The rates for this department 
“Positions Wanted,” 


The Advertising Market Place 


“Representatives Wanted,” 


——— 


are as follows: “Help Wanted,” 


and “Represen- 


Long record of proven success in sell- 
ing key accounts and agencies. 

Box 4200, ADVERTISING AGE, Chgo. 
VERSATILE advertising executive, 15 
years an agency principal, seeks post 
as advertising manager with manu- 
facturer or as account executive with 
well-established agency. Age 45. 
Prefer Philadelphia vicinity but will- 
ing to go anywhere for right oppor- 


tunity. 

Box 4201, ADVERTISING AGE, N.Y.C. 
PUBLIC RELATIONS PUBLICITY 
PROMOTIONAL. Experienced woman, 
34, B.S. degree, excellent business 
background including writing, lectur- 
ing and contact. Prefer New York or 


vicinity 
ADVERTISING 


Box 4202, AGE, N.Y.C. 
Versatile Young Woman Writer 

10 yrs. exp. Publicity-copy-radio con- 

tinuity in Chicago, N. Y., Hollywood 

and Paris. Can do an outstanding job 

for Chicago agency or radio station. 


Address 
ADVERTISING 


Box 4203, 
ADVERTISING 
young man—draft 


AGE, Chgo. 


Here's a deferred, 


good health, college education, hard 
worker, versatile, used to responsi- 
bilities, experience newspaper work, 
photography, publicity, house organ, 
layout—wants connection with com- 
pany which can use his qualifications, 
prefer Radio field or similar. New 
York Area only 

Box 4204, ADVE RTISING AGE, N.Y.C. 


ASSISTANT PICTURE 
young man, draft 


EDITOR 
deferred, college 


| 


| (weekly) 


education, energetic 
years newspaper and photography ex- 
perience, caption writer, wishes posi- 
tion with magazine, trade or daily 
newspaper as assistant to 
picture editor. New York Metro- 
politan Area. 
Box 4205, ADVERTISING AGE 
TEAM, manager, program 
experienced and holding executive 
positions now desire to move to West 
Coast for permanent residence. Family 
men, draft deferred. Best of selling, | 
commercial production references. | 
Want to make change by Fall. Con- 
tact 
Box ADVERTISING AGE 
HELP WANTED 
George Williams } 

COMMERCIAL PERSONNEL 
Advertising & Publishing Positions | 

200 S. State St.—Chicago, Ill, 
Man or woman writer with experience 
on news and feature articles One 
|} having successful experience on house 
organ might qualify. Submit sample 
of work and give complete details of 
experience, availability and salary re- 
quirements in reply. Address 
Box 4211, ADVERTISING AGE, Cheo. | 
Wanted: Experienced advertising man 
who can do creative work, write copy 
and contact accounts. Experience in 
industrial advertising and ability to 
write forceful copy especially desir- 
| able. Excellent opportunity for ad- 
|} Vancement with a long established 
|} organization handling many national | 
| accounts, 


hard worker, 13 


ef 
man each 


4206, », Chgo. 


| 


tatives Available,” 30 cents a line, minimum charge $1. Terms 

cash with order. © other classifications (single insertion 

rates): % in., $2.75; to 3 in., $4.75 per inch. 

POSITIONS WANTED 7 HELP WANTED (( 
Senior advertising executive with ex- Account executive for art studi, 
ceptional acquaintance in national ad- to handle one large account «x. eputy 
vertising field available as advertising clusively. Must know art and pro. gershii 
manager, assistant business manager duction, Good salary. Art Ce: t,, pee 
or Western manager of publication. Chicago, 32 W. Randolph S8t., i nad be 


cago. Andover 2250. 
PHARMACEUTICAL COPYWRi rE, 
An idea and copy man experien: «oq 
the creation of space and direc: yy, 
promotional material on ethical y)a; 
maceutical products, will find 
teresting and profitable opening jy 
soundly established, highly rep tap), 
advertising agency. Pharmaco] 
medical background essential 
give full details—all inquiries , 
in strictest confidence. A real jo} for 
a good man. : 
Everett Brown Agency, 
17 John St., New York Cit 
(Employment Agency) 


IDEA MAN WANTED 
We need a man with original, pra, 
tical ideas who can create appealing 
and useful folders, booklets, etc. th»: 
are built around maps, to be used a 
advertising media, premiums, etc. 9 
must be able to earry his idea 
through at least the rough dump 
stage, doing some of his own resear 
and layout, but no map drafting. 4, 


onalit 
yer for 
nless 
buidan 
ations 
or ar 


must know printing production suf It is 
ficiently to design printable materia}s d 
Neither cartographer, artist, nor rea Pp 
searcher, he should be something or th 
each, but more important, he must | 


able to produce workable ideas t} 
click. The need is now, with expand 
ing opportunities after the War, Writ 
fully about present and past jobs, hol 
bies, education, etc. We have been jj 
this kind of business in Chicago for 
over 50 years. Our own people knoy 
about this ad. 
AGE, 


fferet 
ime 1 
One 
us re 
elates 
bdvise 
nto © 
row! 
dea, 


Box 4207, ADVERTISING 
Account executive who wants repute: 
ble agency with complete art ar 
production departments equipped 


Che 


profitably handle medium sized ae4 surke 
j}counts. Kuttner & Kuttner, 540 NEP 
| Michigan Ave., Chicago. Superior 1877 nd 
EDITOR for nationally known mer @p!0W! 
chandising paper. Salary $5,000 perihe do 
year. Good opportunity for one wl hat i 
can qualify. Write fully giving per. 
sonal details and experience. unnl 
Box 4209, ADVERTISING AGE, N.Y.CEBnt d 
REPRESENTATIVE WANTED ring) 
Trade magazine space salesmar p free 
wanted. Leader in its field needag@o hit 
eastern advertising representative But 
Box 4210, ADVERTISING AGE, Che re v 
FOR SALE bover 
300 meta l trays, 3%" wide x 15/16" juce 
deep x 12 long, black enamel fir a 
suitable for filing addressograp! and 
plates, small cuts, or job trays. Sé In ] 
ill or any part. Call or write A 1s 
vertising Age, 100 E. Ohio St., Chicagofy” | 
Delaware 1337. hort 
rent 
REPRESENTATIVES AVAILABLE Bidiy 
Experienced, draft-exempt firm Past beling 
ern representatives, with New York 
office, available for additional genera old 
magazine or trade papers. was t 
Box 4193, ADVERTISING AGE, N. Y@, be 
Chicago Publishers Representative ng t 
now serving outstanding natior “4 
business paper can handle anothe ralb} 


magazine. Maintains complete offic) in 


facilities. 


| Box 4208, ADVERTISING AGB, cago. | Be 4185, ADVERTISING AGE, Che ~ 
e a 
‘JOHN H. KING for many years as advertising rep- 

| Philadelphia, July 13.—John H. |resentative, district manager anc Th 
| King, Philadelphia branch manager | executive. He joined the stafl owe 
of International Printing 7 pi- | Power Plant Engineering in Jan-gplac: 


vision since 1935, died July 4 
| was 52. 
| Mr. King was associated with) 
printers in Hartford, New York and 
Boston before joining International 
Printing Ink. 


JOHN RUDOLPH 


Cincinnati, July 13.—John Ru- 
dolph, 52, director of the trade ex- 
pansion department of Station 
WLW, died of a heart attack at his 
home July 7. 


GEORGE E. ANDREWS 


Chicago, July 13.—George E. An- 
drews, Manager of research for 
Power Plant Engineering, died sud- 
denly July 9 while on his way home 
from his office. 

Mr. Andrews, who was 69, served 
the Hill Publishing Company and 


He 


McGraw-Hill Publishing Company 


uary, 1937, as sales manager of the 
Cleveland territory and last yealggs \£ 


was appointed director of marke@@Vas' 
research in the Chicago home office = 
acK' 
As a 
New Newsprint “ 


Buying Orders Issued cut 
The War Production Board ‘astqt°" 
week directed newspapers to reduceyF™ 


orders for print paper to consump-#R™" 
tion quotas, and, effective Aug. |! = 
to reduce inventories to 50 days? 


supply, as against the existing 75 
day limit. The inventory order +- 
fects all papers north of N 
Carolina and east of the Rockie 
At the same time, WPB’s prin‘ 
and publishing division indic< 
that it will step up the effectiven:ss 
of compliance machinery, to moke® 
certain that newsprint use is ! 
strictly within quota limitation 


man who has knack of making 


factual sales presentations. 


Chicago. 


Large eastern newspaper has opening for advertising production 


vertisements and campaigns and knows how to make interesting. 


The man we want should have enough art ability to produce 
professional-looking work and should have an interest in facts 

and figures as related to the sale of advertising space. A con- 
siderable part of his work will be in cooperation with members 

of local and national advertising staffs in developing linage 
ideas in all classifications of newspaper advertising. 


Write fully, giving particulars of past experience, compensation 
expected, and personal references, to Box 4198, Advertising Age. 


—_ 


good layouts for individual ad- 
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GIBBONS KNOWS CANADA 
J. J, GIBBONS LTD. 
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axon Resigns 
NPA Post: Blasts 
at Its Policies 


(Continued from Page 1) 


eputy, the so-called “general man- | 


poersiip’ which Mr. Maxon said 
1ad been offered to him, but a post 
chic) he never occupied. In the 
neantime, Elliott Marple, formerly 
n the press section of OPA, has 
yeen named temporarily to fill Mr. 
faxon’s post as information chief. 

The temporary appointment of 
farple to the information post led 
nembers of OPA’s campaigns sec- 
ion to confide in ADVERTISING AGE 
hat the campaigns section will re- 
ign en masse if Marple’s tempo- 
ary appointment is made 
nanent. The campaigns staff ap- 
arently is not concerned with per- 
onalities, but feels that it cannot 


thatfiberform its function satisfactorily | dealt 


nless it is operating under the 
buidance of a top-flight public re- 
ations man—neither a news man 
or an advertising man. 

It is understood that Mr. Bowles 
ad previously been recommended 
or the post of senior deputy by 
ir. Maxon, and that he has been 
fered the post several times, each 
ime refusing it. 

One of the factors 
jis refusal is this, as Mr. Maxon 
elated it to friends. He (Maxon) 
hdvised Mr. Brown to bring Bowles 
nto OPA as general manager. Mr. 


per- | 


that it took him, Henderson, a year | 


| 
|to become the most disliked man in 


| Washington. “Lou,” Henderson con- 


tinued, “it only took you six weeks.” 
The statement of resignation con- 


sisted of a terrific lashing of OPA | 


| personnel and policies, done in the 
|style of a master at advertising 
copy. From its beginning, in which 
Mr. Maxon noted that “after several 
| weeks of consideration I have de- 
| cided that I cannot be general man- 
ager of OPA, nor be connected with 
|OPA in any capacity,” the adman 
|harpooned the agency in the follow- 
ing fashion: 


Hits Slide-Rule Methods 


| Of its personnel: “OPA needs a 
| complete reorganization ...a trans- 
|fusion of horse sense . . . an en- 
forced cut of 50% in its legal staff 
|... I have experienced . . . profes- 
|sors who learned economics in the 
|rarified classroom atmosphere .. . 
no give to inelastic, academic minds 
. . . Slide-rule boys.” 

| Of its policy: “In my estimation 
| there still is no good, over-all long 
| distance food plan . . . food has been 
with by catch-as-catch-can 
|methods . . . the fruit-cake regula- 
|tion takes six pages of very small 
jtype ... it must be new, different 
_and difficult or it isn’t OPA.” 

|; Of grade labeling: “I am not in 
sympathy with the hosiery order... 
grade labeling presents the greatest 
|threat to American enterprise and 
|our way of life which ever existed 
because it is without question the 


| brands, trademarks and eventually 
free enterprise.” 

Nor did his parting shot 
reference to the Henderson 


omit 
feud. 


influencing | spearhead of a drive to eliminate | 


| 


3rown agreed that it was a good|He noted that the agency suffered | 


dea, saying, “You and George 
3urke (OPA’s chief legal counsel 
ind «acting administrator when 


jrown is away) can supervise what 
e does.” Maxon objected, saying 
hat it was precisely this view of 
unning OPA which led to its pres- 


|\from economic idealogical differ- 
|}ences, and expressed the opinion 
| that pricing and rationing in a total 


| war represented an enormous task | 
without trying to change the na-| 


| tional economy too. 
reference to 


In an indirect 
Henderson, he re- 


-Y.Cifnt disorganization, and advocated | marked that a large portion of the 
ringing Bowles in and giving him| agency was handcuffed by loyalty | 


5/16 


ILE 
ast 


ner 


yea 
ire 
ffice 


last 
Tuce 


—— 


ae 


LA n 


b free hand and complete authority 
o hire and fire as he saw fit. 

But admen in Washington now 
bre wondering if pressure from top 
bovernment officials might not in- 
juce Mr. Bowles to change his mind 


»impnd take a stab at the job. 


In his tenure of office, Mr. Maxon 
as weathered many a_e storm. 
hortly after his appointment by 
-rentiss Brown, he spoke out can- 
hidly about his feelings on grade la- 


beling, and on the “professors” who 


old key posts in the agency. That 
was the signal for the agency strife 
0 begin. In recent weeks, follow- 
ng the resignation of J. Kenneth 
ralbraith, the civil war was slacked 
n intensity, but the animosity of 
he “slide-rule boys” who opposed 
he adman never slackened. 


Took Aggressive Action 


The first advertising man in re- 
ent years to hold a really notable 
lace in government, if the Con- 
Eressional service of Bruce Barton 
s ignored, Mr. Maxon’s career in 
Vashington was marked by the ag- 
tressive vitality with which he at- 
acked those in opposition to him. 
\s a result, he was both feared and 
lisliked in OPA, but he became a 
allying point for many business ex- 
‘cutives in the agency who had be- 
ome discouraged and befuddled by 
he patois and thinking of OPA’s 
uling clique. 

An apocryphal story relates that 
Henderson once told Maxon 


to the ideas of a 
| trator. 

The blast at OPA indicated, how- 
ever, that Mr. Maxon is not through. 
He said in conversation with other 
| OPA officials that he was willing to 
|go on the stump for his ideas, to 
try to force through a reorganiza- 
tion of the agency. To Prentiss 
Brown, long-time friend and OPA 
administrator, Mr. Maxon gave the 


previous adminis- 


| 


| 
| 
} 
| 
| 
| 
| 


\following cogent advice: “Resign.” | 


_GRADE LABELS 


APPARENTLY ERASED 


| Washington, D. C., July 14.—It 
|appeared certain here this week 
| that grade labeling, long the bogey 
of national advertisers, has perma- 
nently departed the governmental 
scene. 

A specific provision 
which retained the ‘Commodity 
Credit Corporation for another 
year, outlawed grade labeling. The 
President, who as yet has not 
signed the bill, needs CCC, and 
therefore was expected to approve 
the measure. Grade labeling op- 
ponents felt reasonably sure that 
the noxious labels were defeated 
once and for all. 

Accordingly, a committee of re- 


of the act, 


Price Administration, asking that 
MPR 339, women’s rayon hosiery 
order, have its grade labeling pro- 
visions suspended. 

The retailers also asked that the 


tailers poured in on the Office of 


Acency OPPORTUNITY 


Excellent opportunity 


Middle Western advertising agency would 
like to add to staff a man of 30-45, capable 
of contacting large international, mechan- 
ical account. Must be originator and plan- 
ner, with thorough understanding of mer- 
chandising to the consumer and the trade. 


for a man of person- 


ality who can talk back, and knows what he's 
talking about. Address Box 4199, Adver- 
__tising Age, Chicago. 


order be recalled, rewritten with 
the help and advice of industry, 
and that they be consulted before 
it is reissued. 

With the likely erasure of hosiery 
grade labeling, one of the most bit- 
ter industry-government fights has 
been concluded. It began last fall 
when OPA officials told food proc- 
essors that mandatory grade label- 
ing for the 1943 pack would be re- 
quired, that the grades would be 
those established by the Depart- 
ment of Agriculture. The food 
processors promptly protested, fore- 
seeing a threat to their trademarks. 

Nevertheless, the order was issued 
by Price Administrator Prentiss 
Brown, and it seemed likely that 
the shadow-boxing of the canning 
industry would be to no avail. In 


the meantime, however, Mr. Brown | 


had rid himself of Robert Horton, 
information deputy under Leon 
Henderson, and replaced him with 
Lou R. Maxon, who resigned the 
post today. 

Mr. Maxon represented a new 
policy of “education” to OPA’s 
methods. He also represented the 
views of the business fields with 
which he was familiar. 

In one of his earliest interviews, 
Mr. Maxon confessed his opposition 
to grade labeling. 

Then ensued one of the bitter 
battles for which OPA is noted in 
Washington, a city inured by ex- 
perience to internecine strife. The 
Detroiter was immediately attacked 
by consumer groups and by the 


|}of Agriculture, demanded that 


57 


a prelude to rollbacks calculated to 
permit the housewife to identify 
prices and products, and to protect 
her against ceiling violations. Mr. 
Galbraith, deputy in charge of 
prices, was handling the program; 
OPA insiders felt that he had won 
his battle against Maxon, that he 
would be named senior deputy, a 
post left vacant after John Hamm, 
who held it under Leon Henderson, 
resigned. 


Galbraith Fired 


Then with Congressional anger 
threatening his budget for the next 
year, with a disgruntled industry 
calling for the substitution of ex- 
perience for theory in OPA regula- 
tions, Mr. Brown fired Galbraith. 
either remove Maxon or they would) In his place he put two men, A. C. 
resign. Mr. Brown dodged the issue, | Hoffman and Donald Wallace. With- 
but in the meantime he rescinded | in a fortnight, Mr. Hoffman had 
the OPA directive requiring grades| resigned to work in the War Food 
on can labels, substituting grades| Administration. OPA’s new ap- 
on wholesaler’s and processor's in-| propriation declares that its execu- 
voices. tives must have practical experi- 
ence, and that would seem to indi- 
cate that Mr. Wallace’s tenure may 
be limited. 

But grade labeling, the casus 
belli and the issue which virtually 
split OPA, was lost in the shuffle. 
In the struggle to keep prices down, 
in the epic battles over rollbacks 
and subsidies between the Senate 
and the House, and between Con- 
gress and the President, grade label- 


labor policy committee of OPA; he | 
was charged with seeking the in- 
formation deputy job for the pur-| 
pose of disposing of grade labeling, | 
and his opponents hastened to recall | 
that Maxon, Inc., is agency for H. J. | 
Heinz Company. The labor policy | 
committee, largely composed of 
union representatives headed by 
Donald Montgomery, former Con- 
sumers’ Counsel of the Department | 


Maxon be fired from OPA for using 
his position to “further private 
aims.”’ 

While this battle was in progress, 
the holdovers from Leon Hender- 
son’s regime in OPA, five deputies 
headed by J. Kenneth Galbraith, 
told Prentiss Brown that he must 


Hosiery Regulation Pressed 


At this time, pressure was put on 
the hosiery regulation, MPR 339. 
The House sub-committee, headed 
by Rep. Lyle Boren of Oklahoma, 
turned its searchlight into grade 
labeling, and hosiery manufacturers 
rushed to present their case. Gal- 
braith was unpopular with hosiery 
makers, and their testimony illus- 


trated his unpopularity. ing became a distinctly minor issue. 
At this time, too, the OPA had|/Its demise, it seemed, was un- 
issued its market basket program,} mourned. 
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Second Edition 


of Young Book 
Is Published 


Chicago, June 10. — Advertising 


ial 
VERTISING Ace and Industr 


keting, has 


James 
the second : 


Producing Ideas.” 


da more 
Mr. Young, who 


type. J. 
consultant of =~ 4 has long 


° AD- 
nc., publisher  Mer- 


publication of 


“A Tech- 
Since 


ublished two 
j have 


a practical 


is senior 


Walter Leng a 


mpa e 
a f the outstanding figures iP 
one oF © develope 
advertising Wor in a series of 
material eee evel so popular 
whicn | it in 
eet it was decided to offer 1 
book form. k remains $1. 
ice of the boo 
mee 
i ag 
As the attached news story in the June 14 issue of Advertising 
Age suggests, the demand for copies of “A Technique for Produc 
ing Ideas,” the little classic written by James W. Young, of the 
J. Walter Thompson Company, simply outran the supply. 

Thousands of copies were ordered by leading advertising and 
business executives throughout the country—and most of them 
were bulk orders resulting from an initial reading by someone who 
recognized the practical value of the material to the creative men 
in his own organization. 

So we have printed a new edition, in larger type, with a larger 
page, for more convenient handling and reading. 

Regardless of your business, you will find in this little book, 
which can be read in half an hour, but which will be read over and 
over as you apply the practical techniques which it reveals, the 
answer to problems which have been baffling you. 

The constant and expanding demand for “A Technique for Pro 
ducing Ideas” tells more than all we could say. The only sugges 
tion we offer is, “Read it for vourself!” 

Price $1, postpaid. Discount for quantity orders. 
» 8 bli . | 
vertising Pu ications, Inc. 
Publishers of Advertising Age, Industrial Marketing and the Market Data Book 
100 E. OHIO STREET, CHICAGO agg?) 
ar 


s Bete a tale 
my a 
me at 
aceite 
oe tad 
a 
| a — 
“Laas aie 
Ae Bit 
| a 
a es 7 
(coe 
SS we 
ir a - 
| 4 
il 
are zs 
H ; 
ria’ | 
r ore : 
ig 
th ee 
tl me 
) { aa 
hol i 3 
en 
ran iia eal 
| * we ai Pe eres: a ‘ ee Bits a 
putas . ; " ' , am ” je a i , , ” a = ae my. 
d t . oy : 
187 - ” ' it see ~~ = 
mer adil Bra a pe ae : a Bi 7 ca 
‘ —— Se ye - 
wh oe eS ae 
oman a? 4 * Rie as i hoa ee . 
or Young - I " nf a ee ¥ mG Oe i 
ve nique tor = iy ae s-- a 
‘he the first edition Was } ms awe Sa 4 Me ang 
years ago, thousans oh en : ae 3 ee 
| e : ~ : ew 
a | been sold, ae as a Pe eee é ; ; eats ETD pe 
widely accial ive thinkers. : } pe CSE IES RR es 
, ee dbook for creative size : SEE OEE hi eg eg $8 ee a 
ey han , edition is 1n larger 5: Sip ETT SR RR REO” ne” Te TS ER BRE se: ca ad 
A The "i attractive [ae ee Se ee el ee ee ee Bee i = 
q : Se i a ee ey * 
if ; SS a As ER IP eS re ae es tare eS a a 
| Se eee * 
% | tke i | 
N , ; - 
ive 1 * Bd 
ional 7 
the es 
off coe 
*) g _ a ae 
rep- ee sua 
an “= 
T of 
Jan-# 
daa Ss ae 
2 
po 4 
. 
lavs® j " a | 
I- TT : fick Me 
ntl 
iting 
T < = 
‘4 | Be i : 
heldf 
[- abe « 
= ee 
ae < ae 
| — 
en 
= ty 
.% 
| | i 
| a 
= 
| | td 
—_ ae 
| 
; S.. " 
hy Sy cape - : 4a we ee : ae: . : ‘ = cae . a Pepi : ery . ie! ‘ Board Be ay na aes y 


fae wal I 


e 


HEIL, 
UNCLE DUDLE 


I’m fresh off an 
Axis Prisoners’ Ship!” 


[rom Africa, and goes 


Sailing home with one of the first large shipments of 
Axis prisoners to be sent to America from North Africa, 
your correspondent found that these captives could be 
docketed roughly and loosely, in their feelings about the 
war, by geographical sections. 


Nearly all the original Germans continued to think that 
Germany would win the war. At least they said so, and 
from the emotional conviction or stubborn arrogance of 
their manners I judged that most of 
them meant what they said. The en- 
listed men had been told so often by 
their officers that the North African 
campaign was a side-show, a diver- 
sion, a stall and a mere fragment of 
the Wehrmacht’s general plan that 
the total defeat in Tunisia did not 
shake their confidence to any great 
extent, 


The “Germans” from Austria, 
however, of whom there was a con- 
siderable number in North Africa. 
came into our prison camps admit- 
a ting freely that the Axis’ jig was up. 
They had been fed the same stories 
and the same strategical diet as their colleagues from Ger- 
many proper. but they were frankly unbelieving. 


“There is too much power against us wherever we fight.” 
said an Austrian member of a machine-gun unit who was 
led in (very cheerfully) to a prison camp near Mateur 
from the infested Tunisian hill called Djebel Achkel. 


The Italians seemed to share the feeling of the Austrians 
and Sudeten Germans about the war. They knew what they 
knew. Some of them found the German fanaticism and 
stubbornness ludicrous to a high degree. 


“They got beat. like in Russia. and they don't even know 
it.” said one, who had his English from five vears in New 


ISING WILL 


fhove are exer rpts from one of a series of article s by John Lardne T. appearing 


: The Boston Globe 


fF . Morning + Evening + Sunday 


Writes Nephew JOHN LARDNER, recent recruit 


on to say... 


York city. “Then they tell each other that the Russians 
don’t know they are beat, or the British. They tell them- 
selves damn funny things.” 


There were other prisoners taken in Tunisia, who 
thought of eventual Axis defeat not simply as a possibility 
but as an urgent necessity. These were members of forced 
fighting units, drafted organizations. There were Poles 
and Russians among them. 


The 1500 Axis prisoners of war 
were of pretty much the same dis- 
tribution and persuasions in scale as 
the 40,000 I saw in the prison fields 
around Mateur after the fall of 
Bizerte. About 80 percent of them 
were German. These either spoke 
loftily and dogmatically about the 
certain German victory to come or 
attempted “reasonably” and per- 
suasively to show you the error of 
your own theories. 


“Your losses were so terrible in 
Tunisia, how can you continue to 
fight us?” asked a German. 


He had been told by officers in his own Army of our 
In fact, much of the stubborn trust of 
the Germans in the future of their Army was based on 
things they deliberately elected to believe. They were told 
the Allies had 1,200,000 front-line troops in Tunisia. They 
were told Morocco was in German hands. They were told 
the Japanese fleet had wiped out the American fleet at 
Casablanca. 


“terrible losses.” 


“You didn’t believe that. did you?” | asked a German 
prisoner. 


“I didn’t think it had happened, but I knew it was very 
likely to happen,” he said. 


exclusively in Boston—in The Boston Globe. 


BETTER READ I N 


T 


H 


E 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition. the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober's Winter Place restau- 
rant, and there are the Uncle Dudley editorials 


in “The Globe’. 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds seattered all over the world. 
They bring Globe readers exclusive. up-to-the-minute 
news and comment, Here are just a few members of 
Uncle Dudley's family. today: 


Dorotuy THompson ¢ Ernest Linptey ¢ Heiten Lom- 
parD ¢ Ernie Pyce ¢ Warter Lippmann ¢ Wittiam H. 
STONEMAN ¢@ JoHN STEINBECK ¢ Jay FRANKLIN ¢ JOHN 
Barry ¢ Potty Wesster ¢ Dororny Hittyer ¢ Henry 
Harris ¢ Harotp PutNamM ¢ Satty Stuart ¢ GEeorce 
ANTHEIL ¢ ANN Dean ¢ Otro ZausMER @ JouN KIERAN © 
Samuet Grarron ¢ Epcar ANset Mowrer ¢ GEorce 
Wetter @ Neve Gures ¢ Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kirkpatrick ¢ Ricnarp Mowrere A. T. Steece e LELAND 
Stowe ¢ ALLEN Haypen ¢ Waverty Root ¢ CARLYLE 
Hott ¢ Dororny Dix ¢ Emiry Post ¢ Nat A. Barrows ¢ 
Lours M. Lyons ¢ James Morcan ¢ Cuartes MeRRILe 
¢ James Powers ¢ Eart BANNeR ¢ Evi CULBERTSON ¢ 
GRANTLAND Rice ¢ Harotp Kagse ¢ Fretrcuer Pratt 
Joseru F. DinneeNn 


Supplementing these writers are the world’s best 


news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
Vew York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

4.P. Wirephoto 
iceme Photo Service” 


United Press 


*Exclusively. in Boston, in Tue Boston GLope 


BEST READ NEWSPAPER 
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Advertising Age, July 19, 1943 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


RECIPE FOR RELAXATION REPORTS PRODUCTION 


Be sure all the essential 
B Vitamins give You a full day's work 


lly dence ant Ties 69 wl aecare — Aas clias teen teewming dhe wrackd’s nese 
: . 
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Budweiser 


Whe aed bate 


Anheuser-Busch, St. Louis, has resumed 
its advertising in newspapers and maga- 
zines after being absent from these me- 
dia for several months. This full-page 
magazine copy points out that in addi- 
tion to beer, the company is now produc- 
ing gun turret and glider parts, foods 
and materials for making B complex vite- 
mins, rubber, aluminum, munitions and 
—— Ow’ ; various other products vital to the war 
| eee - effort. D'Arcy Advertising Co., St. 
| oan sy Senor ome I ee A Louis, handles the (ccc, ac- 
Stvend selvnge cad ether tee count. 


} Rae rene 


es econ Cannen fuel NEWEST 


Not knowing whether there would really be any towels to sell because of war or- 

ders, Cannon Mills decided to show the product in use in its magazine series, with 

suggestions on how to get extra wear from towels. This July full page shows 

Conover model Elaine Bacon posing as a lovely war worker relaxing in her bath. 

The photograph was made by Gray-O'Reilly, New York, and N. W. Ayer & Son, 
New York, is the agency. 


WYETH PAYS TRIBUTE TO DOCTORS, DRUGGISTS 


Newest product of Pennstate Cigar Co., 
Philadelphia, is the Wedgewood, a five- 
center, packaged in Wedgewood blue, 
with lettering and figure in the style of 
the famous ceramist. An extensive ad- 
vertising campaign using Collier's, Life, 
The Saturday Evening Post and Time, as 
well as a number of tobacco trade pub- 
lications, is being planned by the com- 


Ten thousand displays like this one will soon be released to the drug trade by pany. Philip Klein Advertising Agency, 
John Wyeth and Brother, Philadelphia, as part of its most ambitious consumer Philadelphia, is the agency handling the 
campaign in history. (Story on Page 16). Pennstate account. 


PLEA FOR LETTERS TO BOYS OVERSEAS 


| GOT YOUR LETTER 


een Him Smiling! 
_¢ Write Toda, 


PP 


wn 


— a ~~ PP ell 
SPONSORED 8 
GENERAL MOTORS 
A handsome overseas soldier with a happy smile and a handful of mail from home is the appeal in this 24-sheet poster 


icheduled to appear during July in @ selected list of Canadian towns and cities, sponsored by General Motors of Canada. 
The various divisions of General Motors receive minor display in small type in the lower border of the poster. 


CHEVROLET OLOSMOBILE 


PONTIAC BUICK CADILLAC 
Suc Trucks 


CHEVROLET TRUCKS 


59 


BOSTON ART DIRECTORS WINNER 


Winner of the most votes from visitors at the first annual exhibition of the newly- 
organized Art Directors Club of Boston, held at the Jordan Marsh Co. galleries 
last month, was this painting by Dan Sweeney. It was used in a magazine adver- 
tisement, “The Last Boat from Singapore,” prepared for Acushnet Process Co. 
by H. B. Humphrey Co., Boston agency. William L. Caffrey was the art director. 
Runner-up in the voting for art and photography was a painting by Herbert Morton 
Stoops for American Optical Co. Arne Oker was the art director. 


SELLING FROM ILLUSTRATIONS 


————— 4 


rae rr aeeenecanen 


— en 


This method of selling from illustrations takes about one-tenth the space required 

for actual merchandise. The unit shown, made for Winthrop division of Inter- 

national Shoe Co., has a patent-applied-for easel card which rests in a pocket 

in the book, making an easy setup job for the salesman. The unit was originated 
and manufactured by Color Print, Milwaukee. 


EXPANDS LIST FOR QUINSANA 


pie aaa | 


“SCIENCE WINS VICTORY IN FIGHT ON 
‘SUMMER MENACE OF ATHLETE'S FOOT 


‘*tSutTS OF se.0aT 
with Quintana 


USING GLOW TORCH mw SHOTS + UPECTION OrSAPPLARED @ATCH FOR SYMPIOMS OF ATHLETES FOOT 


HOW 2-WAY 
TREATMENT 


The Mennen Co., Newark, N. J., next month will use a greatly expanded list of 

publications for Quinsana athlete's foot powder. One of the insertions, pictured 

above, stresses the need to fight the summer threat of infection to the war 

effort. H. M. Kiesewetter Advertising Agency, New York, handles the account. 
(Story on Page 37). 


ala 
4 


e ae ‘i ’ : : ; es. ek 
: Beeee. : 
eee = | 
[ia : TT _ Lae \ j est : : 
. ' ? ; ~ 4‘ 2 -_ 5 
4 “ae : * aes i ee Ae ce, 
Bigs * sae * age te hee 
‘ x» , ae “, * 
Pig is, ime ¥ ad 
a bs ” Gea — | 
3 ’ : ¥ F wiv ter ‘ ” 
; 7) i 
~ ; 4 ; - | 
: : ‘Sad 4 Py * 7 " al - — m - » 
— >. VS . mie eat [= Se | 
< vs ol i _ — eS. ae 9 
f 4 - te é sia , 4 S i yy ag 4 leap > 3 = “ : “> ’ a . az i. 
le acl bs Pee tg ; . es ' : . “* me 
, \ @ Mee ‘es ee 4 fh oe oe — = ; < ra er 
x Goran aes : — ~ a 
a ‘ i j P * eile F JF. y es 4 ‘ \ Zi ; weer a 
a. i aa. =e 2 er. - 
7 ‘i bi , , ” 4 . 4 “4 ” 5... il : . z ‘ > " alae 
ie 5 7 A ¥ 3 \ ie & ¥ ee a . ie ite ‘snes ce oy fad test a : P ae 
4 cs, ee a q . 7 . j oa ‘iq Aisi, ine is is “3 Pe. a ” ‘ a nee 
: (W— *. a ys & ee . “ne, —* _ 
P i oe: oe a 4 Bt oe & : * mA $ ‘on es > - a a si 
oo. “eli \ 3 apis: ose. ¥ \ : om iat 2 ; 
a Pe . Cag # - scant hat Ubee wonder westinans ote the ia 
z. Jit _ - eat * , wish Bchamgon sats av meerthes Sad vggea marmneivameditom i) e = . . 7 
g — - — a LSE eee Rarer 2 
* elt — ¥. ; a : f ie Fa ¥ ; 
% — a a 
— _— ; . 
’ sail — Tes: a _ 
B ia. 7 , iH a ae ‘ marae oo 1 ai L 
ns. lil aaa Ss i = : e - = 
{ seni ee i 7 5 ais * ae : 7 F 
' nee: eens. Pee ee a fey Ct«; 
' ‘ et ore oh ve ‘4 pea ; : oe 
, ‘ : sigue fm i : *) ; ne 
. : a He . Bn eas ae & > @ 7 a. . 
a ee ) EZ 
ws. OM -. 
‘ iy >. oy ad ag eq {oe is ta 
a oe iis Peat es re $ ed oid = o a 9 ot aol , ‘ se, le f a \ P 
i. “ye ea! 4 s Be et goTtae “s Se a a ? ; i. r a & ‘ 
OO ee P s : 7 
ae Sr os  __—_ DP Sage s m™ 6 on 
| Wedgewon, Ta 7 Bc 
“ .* Eg hig , of ee ee eS if e al ee 
¥ ror, ie y 2 : w Vg _—— , ; : ~ . 
6: . Po AS ‘ ee es . , ee 
4 a lin? j , 2 Z g Pe F: ‘ i , ~ my dg 
re 7 i - arate ANN i 2: ih © 8 “ 1 4 a 
=F ra a A wa j ee 7 
-t fe > SR . maroon] sr ; — 
. 7 a pig ol - : — 1s ‘ . a 4 a % eee fm, “B44 in 
; 7 ‘ = = Ey Ps : ' 3 i fe . ' i ' y € - be a \ S = j ¥ % a ie =: 
oo , ‘ * m ie: 7 ? a ae i “4 4 4 q : ‘ oak de 
as ha ae Pi oe : et " : Sct A. % i ire 
me By an a ai TS: <a we —_" = a\ = &- a ; ee 
; te oe DO ae ee wt i a 1h es ee ae 
: = * ; ee Oe, Mate m6 4 NG ity e ret ' { Bea oar a a ) = : ; a ~ } oa iF 
[‘_ mA ’ 4 Pees 4 Baie ia 8 it < ; a ate e as oe a ‘ ; ie mS : ‘ ’ , : . ‘ yn ae 
oie: pein oa INS NMA Salah ec € 
nnd J ee — <a no owrap bi | i op) oe a | Zz Y . a ; ie = 
May ° bes ; ys : - fc) er: er ies 3 : a ; ¢ qr al ie os i + a Ps rs : . ’ é \ ; 
ee ee eS UCll -. keer ‘. " 
, a : + eee” ie a Ltt , ‘a a hae . ve toe Sh AMERICA es pr 
er 4 i , 4 es, 3 > : " MARCHING Daal : ; ? r * . 
yy 4 ‘ ‘ ned ‘ai : . 
“te ; i “. is ma m he 
t 4 oo 
: $ ° én 
e ae 5 ll ge ae % ©, ¥, ied % » crt r4 4 ,* ¥ re. 
: sit " 
“ P ————— Ny iF e Jf “3 tnd : ; £ = 
‘ me ‘ " om i 7 Bs 
: oe —\ je wy: , “ys TD _ 
(‘g me < ‘) “<a a , . F < 1 
¢ 4 4  - . " ° ~ aS et z P 
nig x. 4 ‘ am. o. y a = a PH as At +5 = 7 
& 7 : So , ee . ~~ 
> ian -\ “gy , eal 
yy t ? a = . ie a ‘ ; a 
} ‘ % : r. * shh - SW = 
2 ‘. “4 J —_ 7 £ oP ot : i. | . ee os aia d | .. Ww ‘ nae TT 
' ~~ a. > —<—— ~ wet. Se _ ¥ - wt “a ig 7 
— sie — = ee — ~~ — EE ere te ; k - — 
| a = ATHLETE'S y ~~" 
ile. - “4 i oe oe j Jf ' . a 
‘ RSagmsus =a Sree " 
re 
ke ys. 5; s . bd a dnt . + el Sa . X . eo ‘i . ae be: 1 oy 4 F; : we lige - wi ee ° , % oe a sy - . is, = tt leit ; 5 


“(2 gg AO: CP eee 


ae es ps Re PER eerie y ty CEE AERO BOR pale as dames oe Pc et ra se ER es eas 


IE CMR PS EET ST eg OAT OO SE RO MO: 


Sailing Ahead 


err corey 


<= 
a 
-— 


i >-- BE 


<=c¢ 


J * gil 
Bae: are 
q ay 
| am ° : : 
i, The Chicago Sun Leads All Other Chicago Newspapers in : 
ere aa ingt 
rar * a e j hat 
oe Full-Run* Advertising Placed by Chicago Women’s mt 
ier . . . | 
_ Clothing Stores in the First 6 Months of 1943! 
ns i 
ee: Ma: 
gp i in 
ie w) 
‘ee Por 
gfe pict 
we Cor 
2 2 Kat 
tee 
as TMs 
ie 143,76! 
« 15.7% N 
ey — this 
¢ TRIBUNE 2 
— SUN 254,443 os 
27.8% —— 
i Me 
mil 
28.3% ~ 
a ps 
OO Ot emcee 
en yas yc TT 1 
¥ *Full-run advertising excludes "Zone aaaibing” “> 
which reaches only a fraction of a newspaper's 
circulation. at a fraction of its regular rate. 
~ SOURCE: MEDIA RECORDS 
a ae 
, Ege : < ee 4 Di 
3 - ; oe os. ae . hi 
I ee a bo 
* + ba ad saa eld I i Oe Wey 
4 This is the score! The figures speak for With every sunrise it's apparent that: : 
themselves. ] You need The Sun in any newspaper combination to 
Women's clothing is only one classification in cover Chicago completely, economically and efficiently. 
; Z which The Sun leads! . . . moreover, advertisers 
Lo pif get results at amazingly low cost. And, whether 2 By using The Sun alone you can make a tremendous 
P= Py" it's coffee or cosmetics, vitamin pills or fountain impact against America’s No. 2 market with a relatively 
see. et pens, The Sun Sells! small expenditure. 
it ae Buy United States War Bonds and War Stamps | 
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CHICAGO’S MORNING TRUTHpaper 


THE BRANHAM COMPANY, National Representatives: 
Atlanta - Charlotte - Chicago - Dallas - Detroit - Kansas City - Los Angeles - Memphis - New York - St. Louis - San Francisco - Seattle 
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